October 1, 1955 


and SHOE 


VOICE OF THRE TEwWEe E 





Eiere we 


Ko —=x— hh ote 


* 


ine new LIRA 


another winthrop profit-maker 
with the authentic Italian Slant! 





Looking for a sleek new one-eye-tie moccasin with the authentic 
Italian look .. . a look with dash . . . a look with foreign appeal . . . a look that only 
Winthrop has been able to capture in it’s true spirit? You’ve been looking for Winthrop’s 
new LIRA, the shoe that’s destined to be another volume profit-maker 
The LIRA has everything . . . a new look .. . a variety of choice upper leathers 
a special LIFE magazine promotion in the May 14 issue .. . plus 


Winthrop’s authentic Italian slant. All we can say is here we go again! 


The one-eye-tie or slip-on LIRA in brown, black and softy jeathers is priced to retail profitably ot 


Other Winthrops from $8.95 


WINTHROP SHOE CO., DIVISION INTERNATIONAL SHOE CO. OF ST. LOUIS, MO. 





Secciling frokion 


call for 


comparable 


excitement 


in 


leather 


and color... 


Hubschman’'s 


RED CROSS SHOES . THE UNITED STATES SHOE CORPORATION 
CINCINNATI 7, OHIO 


THE NEW CHATEAU IN TANDRITE CALF... +575 CHESTNUT BROWN 


Also available in #3366 Avocado, #3344 Avocado Peel, #3331 Coffee Toffee, 
#3373 Graphite Grey, #518 Cherry Red, # 564 Garnet Red, #577 Demi-Tosse « Black 


E. HUBSCHMAN & SONS, INC., PHILADELPHIA 23, PA. 





Strutter 





Corral 


Chuck Wagon 


Pacemaker 





Traveler 


2. 


This is the new Risqué idea: 


A line of proven sales leaders. From these 6 Risqué basic 
patterns that come 30 different ways you can develop a dominant 
casval program 

A unique stock service that means you need never be out of 


these proven best sellers 


3. The new American influence. Risqué's sensational 6 are all 


shoes created to meet the requirements of the way women live 





Rambler 


today in America. They re color 
American Suburbia all wrapped up in one 


package 


The new Risqué selling plar 
report average 
profits on Risqué are a increase 
favor to yor 

today. We 


at once 


Brown Shoe Company 


St. Lovis . . . Makers of: Air Step + Buster Brown + Official Boy Scout Shoes 
Official Girl Scout Shoes « Life Stride * Naturalizer + Pedwin + Propr-Bilt 
Risqué + Robin Hood + Roblee + Westport 
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the big reason Risqué retailer 


sale re up 86%, over last year, and why retail 
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BE READY FOR EXTRA BUSINESS! 


Ads start November 14th in LIFE MAGAZINE 
and newspapers coast to coast. Now is the time 


for you to get ready. Mail coupon today. 


ACCORDION STYLE 
37505 
(For Medium and 
High Heels) 


Ankle-Slimming 


PIXIE-STYLE HI-HEEL STYLE 
7401 it 3600 
(Universal Fit) A (For High Heels) 





MARKXIE- 


totes. 


NO MORE BULKY, 
WRAP-AROUND LOOK! 


FREE! 


“totes"—ON WHEELS 
Wrought Iron DISPLAY 
See special offer below 


MARK RUBBER 
Ave ¢ P 


—— 
Order for Marxie-‘‘totes’’ is Attached ies. 2 : ad 

[his is what your customers will be looking for: 
SLENDER ANKLES with no bulk, no ankle-bulging 
buttons. Only MARXIE-“totes” No. 505 has that 


important SLIM LOOK. 
Order all 3 styles MARXIE-“totes” or any one, Each 


packed 36 pairs per case in assorted best selling sizes 
and colors. Or detail sizes and colors wanted: 
Black. Red, Amber, Gray. Sizes: SMALL, MED., 
LARGE. 


Suggested Retail $798 


(Store’s cost $1.79 pr) pair 


LIFt 
paper a 
DISPLAY FIXTURE and ‘‘totes" 
HIPPED FREIGHT PAID) wher 
jer s 4 r more 
MARXIE 


40% PROFIT for YOU Plus 


10% FOR NEWSPAPER ADS PER OUR SPECIAL PLAN 


Attach Coupon To Order. Mail Todoy 
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ALI signs 


point to 


FREEMAN 


Make it a date! 


SHOE FAIR 
Oct. 24-27 Room 759-733 


Take one quick look at this new Freeman line 

. and you'll look again! You may be the 
toughest shoe buyer in the business... but 
here are patterns and leathers you'll buy with 
confidence ... values you will promote with 
enthusiasm! Complete style coverage in three 
distinct price grades ...$9.95 to $24.95... all 
under one strong Freeman brand. See you... 


Palmer House... October! 


FREEMAN SHOE CORPORATION «+ BELOIT, WISCONSIN 


Serving over 5,000 of America’s 


finest shoe dealers 
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Shoe News 

Dates to Remember 


News of Salesmen and Suppliers 


One of the Publicotions 
Owned, Published and Copyrighted, 1955, by 


ru) CHILTON COMPANY (INC. ) ru) 


Executive Offices 
Chestnut and Séth Sts. Philadelphia 39, Pa. U. S. A 


OFFICERS AND DIRECTORS 


JOSEPH S. HILDRETH, Chairman of the Board 
G. C. BUZBY, President 
Vice-Presidents: P. M. FAHRENDORF, HARRY V. DUFFY; Treasurer, WILLIAM 
H. VALLAR; Secretary, JOHN BLAIR MOFFETT; GEORGE T. HOOK, 
MAURICE E. COX, FRANK P. TIGHE, LEONARD V. ROWLANDS. 
ROBERT E. McKENNA, IRVING E. HAND, EVERIT 8. TERHUNE, JR. 
RUSSELL W. CASE JR. JOHN C. HILDRETH, JR 





EVERIT 6 TERHUNE, JR., Publisher 
RAYMOND L. FITZGERALD, Editor 


EDITORIAL STAFF 


John J. Reilly, Managing Editor 
Owen A. Thomas, Associate Editor 
Estelle G. Anderson. Associate Editor 

James Edmonds, Associate Editor 
Eleanor Maud Rutty, Fashion Editor 
Herbert B. Goodridge, Make-up Editor 
Warren L. Cachion, Research Editor 

Daniel Shifren, News Editor 


Everit 8. Terhune, Sr., Editor Emeritus 


William A. Rossi, Field Editor 


Washington Correspondents: George H. Baker 
Ray M. Stroupe, Nei! R. Regeimbal; Regional! 
Correspondents: Boston and New England 
Owen A. Thomas; Chicago Area, Bernice 
Stevens Decker; St. Louis and Southwest, Ger 
aldine Epp; Milwaukee Area, Vivian Ander 
son; Los Angeles Area, Tina Stuckelman 
Paul Wooton, Washington Member, Chilton 
Editorial Board 


CIRCULATION MANAGER 
Arthur L. Burns 


ADVERTISING STAFF 
Harry R. Hughes 
100 East 42nd St.. New York 17, N. Y 
Telephone: Oxford 7-3400 
Robert K. Hogarty 
20 N. Wacker Dr., Chicago 6, Ill. 
Telephone: Dearborn 2-1712 
Hugh M. Bowen 
1221 Locust St., St. Louis 3 Mo. 
Telephone: Central |-9698 
Gordon Scott 
Gordon Scott, Jr. 

10 High St.. Boston 10, Mass. 
Telephone: Liberty 72-4460 
Clarence R. Heyde 
Chestnut & Séth Sts., Philadelphia 39, Pa. 
Telephone: SHerwood 8-2000 
L. H. Jackson 
3156 Wilshire Blvd., Los Angeles 5, Callf. 
Telephone: Dunkirk 7-2119 
R J. Birch 
Frank McKenzie 
300 Montgomery St., San Francisco 4, Calif. 
Telephone: Douglas 2-4393 


CHANGE OF ADDRESS: Send your new ad 
dress at least 30 days before the date of the 
issue with which it is to take effect. Address 


BOOT AND SHOE RECORDER 
Chestnut & 56th Sts., Phila. 39, Pa. 
Send old address with the new, enclosing if 
possible your address label. The Post Office 


will not forward copies unless you provide 
postage. Duplicate copies cannot be sent 





Member Audit Bureau of Circulations. Yearly Subscription Price United States and Possessions, $3.00; Canada, $3.50; Pan- 
america, $4.00; in all other parts of the world, $15.00. Single copies 25 cents except October (5 issue which is $1.00 





Boot and Shoe Recorder 





iN —— 36 0 ©] OD. < 
Sion > | © wes 
immediate Gnkivwiwd 


SALES OFFICES: ST. LOUIS, NEW YORK, DALLAS, 


SHOCKING 


Black Suede 
Black Patent 


$5.75 VENUS BOW 
Black Calf Black Suede 


Blue Calf 
. Black Calf 
Red Calf 


Briarwood Calf 
Avocado Green Calf 
New Wedgewood Blue Calf 


$5.85 


FINESSE FLIRTATION 
Black Suede Black Suede 
$5.75 Black Calf 

Black Calf $6.25 


Briarwood Calf 
Navy Calf MELODY 


$5.85 Black Suede 
Black Calf 
Navy Calf 
$6.35 


SMOOTHIE 


Black Suede 
Black Calf, Navy Calf > 


$6.35 
VENUS SWIRL 


Black Suede 
Black Calf $6.35 


SOFT PAT 


Medium and Light Grey 
Suede Combination 


Maple and Coppertone 
Suede Combination 


All Over Blue Suede 
All Over Black Suede 


$5.85 


TEASE 
Black Suede 


$5.75 
Black Calf 


$5.85 


SOFT PEARL 
Medium and Light Grey Suede 
Combination White Pearl Buckle 


Maple and Coppertone Suede 
ombination Amber Pearl Buckle 


All Over Blue Suede 
White Peari Buckle 


All Over Black Suede 
moke Pear! Buckle 


_ $5.85 
&?) ; 
AAAA AAA AA * 


6-10 54-10 44-10 4.10 34-0 
TERMS —2%-30 DAYS 


All Stock Orders should be sent 
direct to Washington, Missouri 


SHOE CO. Ine. 


Washington, Missouri 


LOS ANGELES, BIRMINGHAM, CHICAGO, PHILADELPHIA 
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Silicones keep water out... let air in! 


Only shoes made with upper leather 


that has been SYLFLEX tanned, 
tested and certified by licensed 
tanners can wear this tag. Look for it. 


Booths 26-27 


LEATHER 


tamete write 


ae Ue 

AWO STULL SREATHES 
@ STAYS SOFT ame FLEKIOLE 
rnahas shate 
Ont COMPORTABLE TO WEAR 
‘Svat MEW LOGKmO Lomete 


Oe Cammy Copereren 


that’s how SYLFLEX’ 


sheds water and still 
lets leather breathe 


One of the hardest things to understand 
about leather tanned with SYLFLEX* is how 
this Dow Corning silicone product can 

repel water and still let leather breathe 

a property essential to foot comfort and health. 
The principle is demonstrated in this piece 
of silicone-finished marquisette. 

A silicone film, too thin to measure and 

too thin to affect the pasage of air, is all 
that’s required to make the fibers 
permanently water resistant and water 
repellent. That’s how SYLFLEX works. 
SYLFLEX keeps the life in leather. 

Shoes made of SYLFLEX tanned leather 
stay soft and flexible because they’re 
protected from water, perspiration and the 
water-borne chemicals that wash away the 
oils in leather. They stay new-looking longer 
with less care; the leather won’t stiffen, 
crack, curl or absorb water-borne stains. 
No wonder SYLFLEX has been called the 
greatest advance in leather tanning in 

70 years. Millions of consumers will be 
reading about it this fall —through 

Dow Corning’s advertising in the Saturday 
Evening Post and Good Housekeeping. 

Be ready for the demand that will result. 
Available now from leading manufacturers of 
dress, sport, work and children’s shoes, 


For more information and list of 
manufacturers, phone our nearest branch 
office or write Dept. 5807, DOW CORNING 
CORPORATION, MIDLAND, MICH. 

In Canada, Dow Corning Silicones, Ltd., 
Toronto. 


Branch offices in: Atlanta « Chicago 
Cleveland « Dallas « Detroit « Los Angeles 
New York « Washington (Silver Spring, Md.) 


T. M. Dow Corning Corporation 
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to take the BULK out of cushioning in all smart footwear! 


OW even 


N 


shoes or 


because 


That’s 


the tiniest 
comfortably 


SUPER 


sandals can be 


cushioned as pumps, 


men’s business shoes 


AIRFOOT, Goodyea 


as 


sports 


r’ 


latest and greatest shoe-cushioning advance- 


ment, 
cushions perfect] 





Surer Airroor is lighter-weight 
for its ty 
rubber cushionings - 
that the 
heat, humidity 


dens than other foam 


yet so tough 
thinnest 


layer survives 


friction, poor aer 
ation and : 


no other 


dewalk-pound as can 





Surer Aimroot has balanced ven- 
tilation — it ‘‘breothes”’ 
because Goodyear’: 

controlled 


all over 
precisely 
oerating process dis- 
tributes interconne: ting air cells 
evenly —no weak to flatten 


out! 


spots 








Attention, Shoe Manufacturers! Get free SUPER AIRFOOT test 
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is of such superior even density that it 


y for the life of the shoe 


bulk! 


without adding one bit of 


You'll find SUPER 
of America’ 
all the 
the 
specifically for 


t line 
It ha 
only in 


AIRFOOT in the 
foremost 


marte 
manufacturer 
po sible 
shioning de 


following advantage 


only foam rubber cu igned 


footwear: 


Airfoot, Airfoam T.M.'s The Goo 





Super Aiafoor 
support ! 


gives unvarying 


jreater der 


ity a 
k that never 
cushionir 

) } 


p of the way 





Super Aintoor ovtlasts the shoe! 
Yeors if 
ted under all c« 
AIRFOOT doe 


ble or 5 


development, thoroughly 


te nditions, SUPER 


sn? crumple, crum 


ck dGowr exerts gentile 


buoyant pward pressure for the 


life of the shoe 








stock and full information 


without obligation from Goodyear, Airfoam Dept., Akron 16, Ohio. 


wt 


MADE 
ON!) ry 


BY 


GOOD, YEAR 


The only Foam Rubber Cushioning designed specifically for footwear 





NATIONALLY ADVERTISED 


4 
7 A 


are so much better 


for the money, they 


T. M. REG 


te 


GINA 
italian influence 
Black Kid Suede 
Black Glazed Kid 


Oak leather sole. 100% 
leather lined. Leather bow. 
Sizes: AAA 5-10, AA 4-10, 


B 3%-10 
$310 


less 5% — 30 days 


CAN DOUBLE YOUR PROFIT PER PAIR 


SEE US AT 
NATIONAL SHOE SHOW 
CONRAD HILTON 
ROOMS 901-902 


PEGGY 
skimmer pump 


ALL KID LEATHERS 
White 

Black 

Red 

Navy Blue 

Brown Kid Suede 
Pastel Pink 
Pastel Blue 

Black Patent 
Black Kid Suede 
Brown Glazed Kid 
Silver Brocade 
(can be dyed) 


Made on a new pump last. 100% leather 
lined. Pancake heel. Leather sole with waffle 
design. Sizes: Women’s AAA 5-10, AA 4-10, 
B 342-10. Misses B, C 1242-3 


$Z10 


less 5% — 30 days 


IN STOCK 


immediate delivery 
one pair or a thousand 


AVA 

sweater pump 
Black Kid Suede 
Black Glazed Kid 


Oak leather sole. Elasticized top- 
line. Multi-colored lining. Dainty bow 
at heel. Sizes: AAA 5-10, AA 4-10, 


B 3%-10 
$310 


less 5% — 30 days 


ED WHITE JUNIOR SHOE CO. vert 10 PARAGOULD +» ARKANSAS 


Manufacturers 
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4 Reasons 
Why 
you should 
BUY 


IYO BNGAID 


SOLE ATTACHING CEMENTS 


1 Quality — Supergrip gives you a complete line of fully 
proved sole attaching cements. Rigid quality control including ‘‘shelf life inalysis 
‘ 4 | y y 


assures superior performance. 


a Price- Supergrip costs you no more. You can keep your 


cement costs down yet you get all the benefits of a top quality cement 


3 Mileage — Supergrip saves you money by increasing 
‘“‘mileage’’. Actual Supergrip case histories show up to 28% more pairs cemented 
per gallon. 


“Know How’ —/he proper cement 
and method all can be suggested by a United representative 
to produce superior bonds. 


See for yourself how top quality Supergrip Sole 
Attaching Cements can save you both time and 
money. Call your nearest United Branch today and 


ask for a Supergrip trial in your factory 


Supergrip Sole Attaching Cements are Products of the B. B. Chemica! Company UNITED SHOE MACHINERY CORPORATION, BOSTON, MASSACHUSETTS 





Give Fashion a great big hand. The dear girl 
couldn't have found a smarter way to use a 
flash of color or to give you a chance to 
ell more Casuals. A woman can’t possibly 
accessorize all her costumes with the same 
accent color, and when Fashion says match, 


milady matches 


So detail your Casuals for Spring with Du 
Flex Cush-N-Foam soles and matching color 
accents in piping stitching, laces, or other 
trim. Put your high style line in the current 
picture with colorful Avonite Soles, and 
marten your active sports shoes with Cush 


\-( ree * Soles in gay shades 


Write us now for Spring color 
swatches of these famous Avon 


Soles. 


not on all shoes... 


just the best ones 























Sashions: ZnO 
color aocents For, casual 


DU-FLEX AVONITE & CUSH-N-FOAM SOLES 
color-keyed to Spring accessories 


$ SOLES 





¢ 


AVON SOLE COMPANY 
Avon, Massachusetts 
For forty-five years specialists in fine sole materials. 








Production and Operator Both do well 
with the WAC SEAM REDUCING MACHINE — MODEL A 


(Handle up to 400 dozen pairs of shoes daily) 


This easy-to-operate machine does not take it out on the 


operator but does take it out of backseams by reducing Omportant- 


both edges of the upstanding section of the seam. ‘ 
' | 6 Mechanical Features 
After excess stock is removed, remainder is rubbed down 


by the raised surfaces of the wheel. Result: a smooth, even @ Positive feed mechanism 
seam, previously available only by tiring, costly hand op- @ Treadle operated deflec- 


erations tor for right or left dog- 


. ‘ ; ear backstays 
Even if quarters are not well matched in texture or weight, 


ne Inside of machine splash 
snakey backseams are no problem. There is no strain on a oe 


; : : 3 lubricated 
stitches in this operation . seam reducing with this ma 


Pre-lubricated external 
chine will not break backseams. 
bearings 





UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 





Carry-Pack case history proves 


carry-pack handles 
...save time! 
...ncrease efficiency! 
...eliminate pilferage! 


mr. L. €. Tuffly 
President 
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CARRY PACK ADVANTAGES ARE PROVEN FACTS! 
WHY NOT PUT THEM TO WORK FOR YOU? 


It’s easy... This handy twin dispenser keeps Carry-Pack Handles and matching gummed 
tape ready for instant use. Dispensers are loaned free to Carry-Pack users! 

This coupon will bring you: 

i/A FREE CARRY-PACK HANDLE CARRY-PACK CO., LTD. 





9525 Irving Park Road, Schiller Park, II! 
2/MORE FREE INFORMATION eS Irving , 
(at no obligation, of course) Gentlemen: At no cost or obligation to me, please senc 


d P ok jata and samoles 
3/A FREE DEMONSTRATION Carry-Pack data and sample 


NAME 
STORE 


ADDRESS 


iw) ~ \ CITY ZONE hs 
PROFITS MAY BE cat 
. rry-pack 
WALKING OUT OF YOUR 4 VY Pp 
STORE AT THIS VERY COMPANY LIMITED / 9525 IRVING PARK ROAD, SCHILLER PARK, ILI 


Limuted + Sole Distributors NOTTINGHAM AGENCIES LIMITED 77 York St. Toronte 











MINUTE, AND CARRY-PACK Canadian License Top Paper Products 
Eastern Sales Office, 225 WEST 34th ST., NEW YORK 1, WN. Y 


ee eee er ee oe = Western Division Factory & Sales Office, 245 NATOMA ST., SAN FRANCISCO 3, CALIF 
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Nationally advertised ir 
LIFE ATURDAY EVENING POST, 
COLLIER’S, LOOK, ARGOSY and 
AMERICAN LEGION 











MORE “WORD OF MOUTH” 


ADVERTISING 


BE SURE TO VISIT 


THE GUIDE-STEP 
THEATER 


PALMER HOUSE—ROOM 896 


featuring 


“THE LAST STORY” 


a full-color movie showing complete details 
on the famous Guide-Step principle of 
shoe design. 


REGULAR SHOWINGS 
OCTOBER 23-—24-—25—26—27 
See all the other Endicott Johnson lines 


ROOMS 888-889 


Mr. Smith tells Mr. Jones tells Mr. Brown tells Mr' 
Green. National advertising behind Johnsonian Guide- 
Steps works harder for shoe retailers when it is backed 
by this kind of word of mouth advertising 


Johnsonian Guide-Steps get both kinds of advertising. 
Customer satisfaction, based on solid comfort and 
superb styling, spreads the word. And alert shoe 
retailers catch on quick: they stock Guide-Steps for 
fast, volume selling. 

How about you? Write for the complete story on Guide- 
Steps, and, if you wish, a call from one of our repre- 


sentatives. Get the word on Guide-Steps, the profit line 
at $9.95 and up. 


A ge of Benoic °"0 JOHNSON 


Jouns onan 


Johnsonian Jr. Guide-Steps also available in some styles 
ENDICOTT JOHNSON CORPORATION 
Endicott - N.Y. St. Louis 2, Mo New York 1 3, N. Y. 


Successful models of GUIDE-STEP shoes have also been developed in our children’s, misses’, growing girls’ and women’s lines. 
The salesman who carries JOHNSONIAN GUIDE-STEP can tell you about these lines, too, 
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EDITORIAL 


OUTLOOK 
4 


For Progress and Better Service 


I the Recorper of March 15, this year, announcement 
was made of plans for the transfer of this publication’s 
editorial, publishing and circulation activities to the 
Philadelphia headquarters of Chilton Company, Ine., 
owners and publishers of Boor anp SHoe Recorper 
and 11 other magazines in various fields of industry, 
distribution and merchandising. That move has now 
heen completed and the Recorper’s new home is at 
Chestnut and 56th Streets, Philadelphia 39, Pa., where 


all mail and other communications should from now 
on he addressed, 
with the RECORDER’S move, six othe: 


York, 


have also transferred their main offices to Philadelphia, 


Simultaneously 


Chilton publications, formerly edited in New 


where all of the company’s printing and mailing opera- 
tions have long been concentrated. Well staffed editorial 
and advertising offices will continue to be maintained at 
100 Kast 42nd Street, New York, in addition to the 
branch offices in Boston, Chicago and St. Louis, with 
editorial and advertising representation in Los Angeles 
and San Francisco, and news correspondents in the 
principal cities of the country. 

like 


Recorper, whose field and influence are national, and 


In the case of a magazine Boor AND SuHol 
even international, it might not seem to matter especial 
ly to the readers where the publication is edited o1 
printed, The product that the postman delivers to 
subscribers represents the efforts of many people in 
many places, gathering news, taking pictures, interview 
sales 


thus 


ine merchants, manufacturers, distributors and 


people, transmitting information and opinions 


vathered to a central clearing house which is the 
publication's headquarters. But actually it does matte: 
a great deal what happens at the point of publication 
for upon the editing, handling and presentation of 
material assembled from many sources depends in great 
measure the interest and value of the publication. 

So it should be good news to Recorder readers that 
the operations of the staff responsible for the production 
of this magazine are now consolidated in quarters that 
constitute the most modern, complete and adequate 
business publication plant in this or any other country. 
Since early this year a two-story addition has been in 
course of construction over an existing one-story section 
of the Chilton building at Chestnut and 56th Streets 
That construction has now been completed, the building 
has been equipped with elevators and air-conditioning, 
furniture and working conveniences of 


modern new 
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every kind, The Recorper staff has moved into its new 
home and everybody is happy in the convenient and 
attractive environment, The publisher, editors and sales 
staff take pleasure in extending a cordial invitation to 
members of the trade visiting Philadelphia to call and 
afforded by 


modern publishing and printing establishment. 


inspect the fine facilities Chilton’s great 

It isn’t the first time that this publication has changed 
its base of operations, but we doubt if it will happen 
again, 


Maintaining a parallel course with the growth 


and development of the American shoe industry and 


the evolution of modern shoe distribution, the Recorper 
has also kept pace with progress in the field of printing 
and publishing. Philadelphia has won an acknowledged 
high place among the few great magazine publishing 
and printing centers of the country and it offers ideal 
facilities for an operation of the scope and character 
of that carried on by Chilton Company 


Like the itself, 


RECORDER was born in New England and there it grew 


shoe industry Boor AND SiHotl 
and prospered until it reached a place of acknowledged 
The first 
issue was printed and mailed to subseribers in April 
1882. William I, 
lisher, and he continued at the head of the 


His son 
directed the 


leadership among shoe trade publications 


Terhune was the founder and pub 
organization 
Perhune 


until L909, when he retired Kverit B 


succeeded him = and destinies of the 


RecorpeR over a long period of steady growth and 
expansion until 1954, when he became editor emeritus 
and was succeeded by his Sati | veril 3 le rhune Ji 
1925, the edited 
of the 
that yeat 
York 


in 1929 the other departments moved to the metropolis 


Chilton 


wis 
published and printed in Boston, historic “Hub 
America, In 
New 


L ntil September, RECORDER 


shoe and leather industries in 


printing operations were transferred to and 


Subsequently Recorper became a unit in the 
group and since 1942 has been printed at Chilton’s 
Philadelphia Plant. G. Carroll 


Chilton. Hildreth 3 


Buzby 3 president ol 


and Joseph S chairman of the 
Board of Directors 

Now as a logical consequence of the organization 
growth and in the interest of more eflicient operation 
all of the headquarters activities have been centered 
offies Chilton 


firmly 


under the home roof and RECORDER 


management are convinced that this move will 


result in a better Boor anp Snore Recorper and in 


better service to all of its readers and advertisers 





Footwear Sales Step Up 


when CELASTIC BOX TOES 
Step Forward! 


Why? Because mother, dad and the little ones all appreciate the toe comfort 

Celastic hard box toes or Celastic soft box toes give them — for the life 
of their shoes. 

Footwear for dress or play . . . lined or unlined . . . every style benefits 

and the sales of shoe manufacturers and the outlets they supply reflect 

it! Are you using these quality box toes to build loyalty for your brands? 

UNITED SHOE MACHINERY CORPORATION + BOSTON, MASS. 


Ktees 6 6 greed © etemet A he Came Cmperenen 
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lasts 


BUILT FOR PROFIT... 


profits 


BUILT TO LAST! 
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4 OChE 


SHOES 


L-365 Black Colf 
L-380 Brown Calf 












“THE WORLD’S MOST 
COMFORTABLE SHOES?”’ 










Smart women everywhere are buying the one brand 


of shoe that means complete comfort and style. This 






year, Dr. Locke sales are setting a record pace—and 






our dealers are making greater profits than ever! Dr 





Locke Shoes feature cradle-soft leathers and fine 













workmanship—and a line of service shoes that stays 






L-169 Black Kid 
L-182 Brown Kid 
L-193 Blue Kid 


in style. Few markdowns! No profit sacrifice! Tremen- 





dous repeat business! 










Many styles are not pictured—but sizes range from 
4 to 12, widths from AAAAA to EEE. Get all the facts! 


For full information and an in-stock catalog, write 









LOCKWEDGE SHOE CORPORATION 
OF AMERICA 
280 South Front Street, Columbus 15, Ohio 













1-112 Red Colf 
1-160 Block Kid 
1-192 Blue Coif 






Many areas are still open for distribution 
Financial assistance is available to qualified persons 
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Part of the “Great American Family’’ 


New Superb K HK, a N. A. by Lawrence 


“Superb” is the right word for the new Keena a satisfaction to customers and assured steady profit for you. 


corrected grain side leather that works beautifully. It has Also in the Lawrence “Great American Family” of side 
a fine distinguished appearance, yet has down-to-earth leathers is FINA (Gun Metal), supple, mellow and rich, and 
ruggedness that resists wear and scuffs. This means extra UNEEKA, the Aristocrat of its class. 


A. C. LAWRENCE LEATHER CO., a vivision of swirt @ company linc.) Peabody, Mass, 
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is'the Durable Finish 
that’s “Locked In” from 

y Packing Room to 
Consumer 


...1t Looks Better Longer 


Duralene is the new leather finish for the tanner and the shoe 


-— 2 anes 
ae ee 


<< * factory packing room. If it is used by either, it gives a better 
.) B 


z 


finish. If it is used by both, it gives a uperlative finish 


for the It’s more durable. Lustre of the finish holds up from shoe 
packing room factory to wearer. Shoes have added sales appeal in the “calfy”’ 
is the newest look that Duralene gives side leather. The full beauty of grain 


member of the and texture stands out. 


family of The wearer gets an additional ‘“‘bonus” in Duralene’s water- 
repellency. Rain won't spot it. 


lj FINISHES The price is good news, too, because Duralene adds value 
without increasing cost! Ask for a demonstration to-day! 


Distributed by UNITED SHOE MACHINERY CORPORATION, BOSTON, MASSACHUSETTS 


*Trademork 68 Chemical Co 
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. These are people who work in a store. 
What are they doing... 
taking inventory ? No, Gwendolyn, they are 
496 Be 
getting ready to blast. oe Gu That’s the 
a6] 
only way they can move the stuff they bought 


from Unknown, Inc. 


Stand back, Gwendolyn, somebody’s liable 


to get hurt...and I think w’ll be a 


retailer. 


MORAL: Wh, get stuck with a product people don't 


know about? Brand name manufacturers are preselling and 
lling your customers. Reputable brands outsell the unknowns 
in most lines 7 or 8 to 1! Feature and profit from branded 


merchandise. 


FOR FREE! e DP spartt e/ yes e WOOLLELLEL 
Send for this new brochure vackec Incorporate 
alee 


AND IT'S YOURS... 
with the benefits o 
achievement 1 ica— RP art ee aa a 
ame Retail e-Year 4 Non-Pro Educati ul Fou sia 
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MILANO 

Genuine handsewn 

foam cushioned, 

cookie, steel shank, 

Comp. chrome sole 

2051 Sienna Brown Glove 
2054 Black Glove 

S 6-10, N 5-10, 

M 4-10 $4.10 


ROMA 

Genuine handsewn, 
foam cushioned, 
cookie, steel shank, 
Neolite sole 

2040 Antique Red 
2041 Antique Brown 
2044 Black Smooth 
19.2040 Gray Suede 
10.2040 Black Suede 
5 6.10, N 5-10 

M 4.10 $4.10 





When a factory reports that these two handsewn patterns 

are pulling more orders than the handsewn ‘‘penny”’, that’s fuel 
for thought for any buyer but when a store* reports 

31 out of 50 pairs originally ordered, sold out in the first 5 days 
— it’s past the time for thinking — high time to start moving! 


Those are the facts. Here are the shoes 


Shouldn’t you check into them and order today ? 
Nationally advertised at $6.95 — $7.95 


*Ohio store 


name on request 


manufactured by j 
LUMBARD WATSON CO. Auburn, \\ 
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BILTRITE 


SAF-| -CEL 
SOLES 


NEOPRENE 


AFT-CEL 


BILTRITE 
OIL PROOF 
















SQUEE-GEE DESIGN 


> DuPont Neoprene oil proof 
b Lightweight cellular crepe Available in a variety of colors 


P Squee Gee design for and thicknesses with matching heels 


extra non-slip traction and Neoprene oil proof midsoles 


SMOOTH OR CRINKLED = sg 


> DuPont Neoprene oil proof LARGEST PRODUCER OF 


> Lightweight cellular crepe SHOE SOLING MATERIALS 
> Resilient, flexible, and long wearing 


» Available for stitched or cement shoes 


peeeeren. ; 
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AMERICAN BILTRITE 


RY¥UBBER COMPANY ' 
CHELSEA 50, MASS. * SHERBROOKE, QUEBEC, CANADA ‘ 



















UD safely! 


BILTRITE 
SURESTEP 


SOLES 


NEOPRENE 
O/L-PROO, COMPOSITION SOLES 


SILTRITE P Resist oil, grease, chemicals and acids 


> Firm, long wearing compound 


lA 















> Rugged design with green non-slip plugs* 


» Available in black or brown 
with matching heels 


FLOATING 
CORK SOLES 


t So light they float on water 


4s 2 74 
4s rt te gate 
N EOPREN E et Pin, > Insulate against heat, cold and shock 
oy Tans 
CORK SOLES ee oS > Resist abrasion from gravel, metal filings 
ees: and other occupational hazards 
; > Available in silver, brown, black or red 


> Resist oil, grease, chemicals 
with matching heels 


and acids 
> Resilient, flexible and long 
wearing 


2 Styled for modern 


(-» 
: is . m | &,. \ 
industrial use ‘sme VA. ‘’ 5 A } Printed 
e Available in black or brown — I 
with matching heels neon a Ts 44 J 
y + te ty * - y * 
HEELS AND SOLES 


i Mans: amd, 
FROM THE WORLD'S LARGEST PRODUCER AMERICAN BILTRITE 


OF SHOE SOLING MATERIALS CHELSEA 50, MASS. * SHERBROOKE, QUEBEC, CANADA 
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Y 
COWMOME 
THE NEW GLAMOR FINISH 
THAT “SELLS’’ ITSELF 


teap more profit-building shoe 
tree sales with ‘“MILLERTONE” 
. the new self-sealing, hard- 


gloss finish that’s oven-baked 


for lasting beauty. 


It's self-sealing .. . resists 
foFolulelel ile Mm sl-1e)*)igehilesMelile Mell -14 


harmful agents 


It's oven-baked . . . won't 
chip. even when dropped — 
resists scratching (try it with 


your fingernail) 


Its super-smooth 
finish slips in easily pfills 
the shoe — pulls out 


smoothly, can't bind 


ORDER HOLIDAY WRAPS nowt 


, - WMATA? , : , ; ° Orde for tre 
Yes, new “MILLERTONE” sells itself... a gleaming, mirror- . city ng Mille 
? 2 at e red and 
like finish that invites extra shoe tree sales with each shoe pur-  * « ia i sy a 
° ree dd my gt F 
chase, The ideal ‘‘companion sale’’ that builds store profits. ° vibe bed 
January 


“MILLERTONE” comes in Natural, Cherry Red, and Walnut : packs 


on all Miller trees. Write today. o. A. Miller 
: « 


COMPANY 
MC N EY GROWS ON Mi Lier TREES , Branch of United Shoe Machinery Corporation 


PLYMOUTH, NEW HAMPSHIRE 
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Important Trade News and Trends of the Fortnight 


As Reported by RECORDER Correspondents 





“New in Shoes” Gets Varied Response 


“Tremendous! Shows What Co-operative, Concerted Promotion Can Do,” 


Was Madison, Wis., Verdict While Milwaukee Turned Idea Down. Promo- 


tion Clicked in Los Angeles, but Response Was Cool in Boston, New York 


Tere seemed little neutral ground. Battle lines in 
the New in Shoes promotion, scheduled to hit the 
consumer all over the nation beginning September 11, 
were as taut and irreconcilable as ever. 

Day and back-to 


school demands were sources of extensive retail shoe 


The seasonal impetus of Labor 


promotions in newspapers throughout the country. It 
might be demonstrated by a comparison of advertising 
lineage statistics that although many large advertisers 
stubbornly refuse to be identified by a seasonal national 
promotion label, the campaign itself has served to in- 
crease lineage in a sort of backwash movement. 

Among the recalcitrants, particularly, were shoe de- 
partments of nationally famous department stores and 
specialty shops, who jealously guarded their own pro 
motion initiative and who felt that identification with 
a national campaign would somehow detract from the 
institutional magnetism of a trade name, built labori- 
ously in many cases, over a period of many decades. 

These opposite reactions were nowhere more clearly 
and dramatically demonstrated than in the neighboring 
cities of Milwaukee and Madison, Wis. 

Milwaukee and its suburbs were, as usual, completely 
aloof to the New in Shoes promotion, but Madison, re- 
the 


promotion in the country earler this year, again turned 


peating probably most effective New in Shoes 
in a tremendous campaign, with selling impact on all 
levels. 

Milwaukee shoe retailers used considerable space in 
the fashion sections of both local newspapers for pro- 
motional ads about the new Fall shoes. The newspapers 
even ran some shoe stories similar to those supplied 


newspapers all over the country to tie in with New in 


Shoes advertisements, but no one mentioned New in 
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and Philadelphia. Condensation of Recorder Correspondents’ Reports. 


by DANIEL SHIFREN 


Recorder News Editor 


Shoes by name, A quick trip downtown and in the 


suburbs turned up not a single shoe display window 
featuring the slogan or kit material. 

Several Milwaukee retailers said flatly, “The New in 
Shoes is a dead duck as fat as we're concerned, When 
downtown retailers are told to do something, they just 
don’t want to be told by anyone outside.” 

In Madison, however, there was plenty of action. 


“Tremendous! 


Shows what cooperative, concerted pro 
motion can do,” were typical comments from retailers 
in this capital city following the initial push September 
be 

A 24-page “New in Shoes” supplement, in which shoe 
editorial copy appeared with shoe ads of 28 shoe re 
tailers, in the Wisconsin State Journal set off the Fall 
shoe retail promotion here. 

The cover page featured a fireplace with the black 
clad feet of the family before it—the father 


U-wing four eyelet tie smooth leather shoe, the mother 


wearing 


in a polished calf lowcut pump with new slim 19/8 heel, 
the daughter in a lowcut patent pump with rhinestone 
bow and the son in a moccasin type tie shoe with 
semi-scuff toe 

The page in brown shaded into tan accented by all 
black shoes was headed, “The whole family puts its 
best foot forward when wearing “The New in Shoes’ 
for Fall of °55.” The lower half of the page showed 
three new features: Smoother, illustrated by a woman’s 
plain strip suede pump with new French heel; “Slim 
mer,” a man’s plain toe two-eyelet low top, and 
“Smarter,” a girl’s two-strap smooth leather shoe with 
trimmed vamp and a boy’s fancy toe qioccasin four 
eyelet tie in smooth leather. 


“The copy was the best we ever had in the supple 
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ment, with story and picture telling of the new styles 
that fit into Madison’s daily life, “Mark Yank, of 
Shorewood Bootery, president of the Madison Shoe 
tetailers’ Association, reported, 

“We played up shoes that fit into all types of activity 
here,” said Mary Viney, of Arenz Shoe Company, past 
president of the association and a member of the 
“New in Shoes” Committee, “Plenty of action the fol- 
lowing week with school opening and 2,500 new fresh- 
men in town at the University of Wisconsin. All our 
windows and displays carried the ‘New in Shoes’ 
theme.” 

Aaron Winer of Yost’s Company, and Herman Maut- 
ner, of Applebaum & Mautner, which owns the shoe 
departments at Manchester’s Department Store, were the 
other committee members, They reported volume sales 
in black and white saddle shoes, dark red, brown and 
charcoal straps for girls and smooth leather sturdy 
oxfords and Boy Scout shoes for boys. 


Promotion Scores in Los Angeles 

The New in Shoes promotion also clicked notably 
in Los Angeles. Store windows throughout the city, 
and especially in the downtown area, were bedecked in 
all their finery featuring the very latest in new Fall 
Shoe styles. Two of the four leading Los Angeles dailies 
filled their women’s pages with New in Shoes advertise- 
ments and features. 

Back to school shoes dominated the show windows 

saddles and white bucks, loafer types, flats and tiny 
heels; grays and brown tones; each with some sort of 
tassel or gadget to create front interest. 

Gone were the soft pastels and straws of Summer and 
in their place were the leathers and suedes of Fall. But 
Winter in Los Angeles no longer means the same old 
blacks and browns, the standard closed pumps. 

The basic pump is still in evidence and very popular 
for afternoon wear, but on the whole, the really “new” 
dressed the windows: the open toe, open backs with 
front intrigue, soft leathers in fascinating colors, all 
different brown tones, luster calves in grays and blues 
and bronze and the glass slippers with the daring heels 
that Los Angeles shoe men feel are going to be as 
popular this Winter for cocktail wear as they were 
this Summer. 

The New in Shoes slogan, the written word telling 
women what makes the shoes this Fall different from 
any other season, received its full play in two Los 
Angeles papers, the Examiner and the Times, 

Fay Hammond, Times fashion editor devoted a full 
Sunday fashion page to “Shoe News.” Babette of the 
Examiner, also gave her full Sunday page to “The New 
in Shoes for Fall.” 

To keep New in Shoes interest flaming for at least 
a month, the other two leading Los Angeles papers 
broke their New in Shoes balloons later in the month. 

The HeraldyExpress “New in Shoes” edition ap- 
peared September 21 with a 10-page section, the main 
feature article of which stressed the New in Shoes and 
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the importance of a shoe wardrobe—a shoe to fit every 


occasion and every hour of the day. 
Shoes” led off the 
the News-Mirror September 23, The newspaper’s cam- 
Ray 
devoted her shopping column on three successive Wed- 
nesdays, September 14, 21 and 28, to “New in Shoes.” 


That was the New in Shoes picture in Los Angeles, 


“New in women’s section of 


paign wasn't a one-day affair though. Hanson 


a picture that local merchants, members of the Los 
Angeles Shoe Retailer’s Association, and newspapers 
started to sketch last August 11 when they held their 
Kickoff Luncheon, At this meeting, ideas were thrown 
back and forth between shoe men on how to advertise, 
how to display, how to make this New in Shoes cam- 
paign the biggest. 

Kansas City retailers again sponsored a special 
“Fashions in Footwear” newspaper section, inaugurated 
by local shoe men when the New in Shoes theme was 
first suggested to the industry. It has been repeated 
each season with results that promise to make it a 
tradition. 

About 45 ads from department stores and specialty 
shops appeared in the city’s large daily. In contrast to 
the Spring campaign, when many of the ads were 
directed to family shoppers and style-wise men, most of 
the messages in the Fall promotion were directed to 
women who follow the changing fashion picture. 

No single style was a definite leader, but pumps 
seemed to have a slight edge over the wisp of a shoe. 
Black suede was number one in both high fashion ad- 
vertising and in copy for the conservative shopper. The 
le ad Shoes” 


short features scattered through it emphasized the soft- 


article in the “Fashion in section and 
ness and slimness of the new shoes to harmonize with 
the easy-flowing lines of the 1955 costume. The interest 
of college girls in fads was also the subject of a long 


newspaper article, 


St. Louis Stores Do It Their Way 

In the great shoe center of St. Louis the New in 
Shoes promotion as such remains a dead issue. For the 
fourth time, retailers failed to unite behind the slogan. 
However, advertising of new patterns and special color 
promotions were widespread in all categories of foot- 
wear. The big push is on for Fall business and brisk, 
sunny weather makes success very likely. 

Children’s sales are already well ahead and women’s 
fashion business is picking up fast. Retailers here felt 
they can do better in advertising their stock on an 
individual store basis and do not find the national New 
in Shoes slogan conducive to the promotion of all 
brands or to all types of stores. For example, what’s 
new in volume lines is actually old stuff in top couturier 
lines. 

In Chicago, though newspapers carried a heavier 
volume of Fall shoe advertising lineage than usual, 
New in Shoes received only token recognition. Some of 
the chains and a few individual stores used New in 
Shoes promotional material. The Peoria, IIl., Shoe Re- 
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tailers Association tied its New in Shoes opening with 
the city-wide Peoria Days, September 14-17, during 
which a special newspaper advertising section was used. 

With the exception of a few stores on the outskirts 
of the city, Boston’s shoe retailers did not participate 
in the New in Shoes, There was no city-wide coopera- 
tive promotion and metropolitan newspapers carried 
no more than the normal amount of shoe advertising, 
less in fact, than on either of the two preceding Sundays 
which saw the back-to-school and early Fall promotions 
in full swing. 

Elsewhere in New England, Bangor, Me., retailers 
who had supported the national promotion last Fall, 
passed it up this time. 

New York stores mostly remained aloof, as in the 
past, and there was almost complete lack of focus in 


New in Shoes as an organized campaign in Philadel- 


The New in Shoes also took a rain check in Cincin- 
nati. After banding together in previous years, the 
of the Retail Shoe Dealers As- 
sociation, utilizing as much as 16 pages of the Sunday 
decided to lone-wolf it, with the result that 
New in 


Fall drive for more shoe business opened, 


members Cincinnati 
Enquirer, 


practically nobody mentioned Shoes as the 


Among reasons advanced to explain the departure 
from previous cooperative efforts was that there was 
too wide a gap between top-price advertisers and those 
in the lower brackets, with the latter standing to gain 
to a greater than average degree by the promotion. 

Yet so successful was the general back-to-school 
campaign, launched about two weeks before the opening 
of school, many shoe retailers scheduled back-to-school 
promotions to run the whole month of September. 

In Syracuse, N. Y., the New in Shoes fared much 
better. Although the promotion was not coordinated by 
members of the Empire State Footwear Association as 
in other years, retailers participated individually in the 
promotion in varying degrees. 

Outstanding among the individual efforts was the 
program of the C. E. Chappell & Sons department store 
under the direction of shoe buyer, John Quinlan. 

Seven big Salina Street windows were used to dis 
play Johansen, Vitality, Matrix exclusives, ‘Trampeze 
and Fortunet in casuals and Kali-sten-iks for children, 
Newspaper advertising emphasized brand names. New 
in Shoes was emblazoned on signs for store etevators 
and numerous display ledges throughout the main floor. 
There were special displays both in the women’s shoe 
salon and in the recently-added shoe department. 

Two other department stores, Dey Brothers & Com- 
pany and Witherill’s, had jubilee and anniversary sales 
scheduled at the time of the New in Shoes break and 
were unable to include New in Shoes copy in their 
heavy advertising schedule in the two local newspapers. 
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Cincinnati Plays Alone, Syracuse Joins Team 








phia. Some stores used signs calling attention to “The 
New Look in Shoes” 


signs and placards will remain in the windows indefi- 


in window displays, but these 


nitely for the Fall selling season. 

However, on an individual basis, new shoes were big 
news in the city. Blum’s Shoe Salon conducted one of 
the most successful shoe promotions. For a full week, a 
variety of new shoes were brilliantly displayed under 
the theme, “Who’s Who In Shoes.” 


included Cangemi tortoise shells, jewelled amber on 


The presentation 


glass staccato heels, wood- or rosette-etched transparent 
in an arrangement of new styles, colors, and in shoes 
for street, sport or dress, 

The Sunday newspapers carried abundant shoe re- 
tailing ads, but each was set up individually, featuring 


a new style shoe. The New in Shoes theme was absent. 





They were limited to such point-of-sale reminders as 
signs and displays in various shoe departments. 

Sam Young, speaking for one group of shoe retailers, 
said that instead of any jointly sponsored promotion, 
he was relying on material from manufacturers to trim 
his windows, 

Buffalo, N. Y., shoe retailers did 


participating in the national New in Shoes 


not seem to be 
Some re 
tailers contented themselves with featuring new leathers 
and colors, 

In Providence, R. I.. 


sized and larger stores and chain organizations did not 


a hee k of seven ol the medium 


turn up the use of New in Shoes promotional material 
in any form, Modern Shoe Stores, a chain operating in 
Rhode Island and Massachusetts, used New in 


store and window pieces last year, but forewent partici 


Shoes 


pation this year, Influencing factors in this negative 


Rhode Island picture were, presumably, the lack of a 


retailers’ shoe association and the fact that a large 
percentage of shoe store outlets belong to chain 
interests, 

Hess Shoes in Baltimore conducted its usual Fall 


presentation under the slogan, “Newness in Shoes.” 
Hochschild Kohn & Company went all out with a 12 
page supplement in the Evening Sun, All its windows 
on the Howard Street side were devoted to displays 
of a variety of brand name footwear under the New in 
Shoes slogan. 

There was less participation by local merchants in 
Indianapolis in the Fall New in Shoes than last year 
Virtually no advertising appeared in conjunction with 
the New in Shoes slogan. Some retailers, however, 
featured New in Shoes window placards. Indianapolis 
has no regional shoe association. 

Were it 


Sunday newspapers, the New in Shoes campaign might 


not for the fashion editors of two local 


have gone by almost unnoticed, There were few store 
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and window promotions tied in with the slogan. How- 
ever, one large shoe chain, Miller-Jones of the Godman 
Shoe Company, used New in Shoes banners and signs 
in the windows of all six of their shopping center stores. 
Columbus, too, has no regional shoe association. 

In Atlanta also it was every store for itself. Though 
there was no cooperative effort here each store had its 
individual theme and display. Competition was strong, 
though, and participation took the form of window and 
interior displays, retail advertising, and radio and tele- 
vision appearances of leading shoe personalities, with 
the result that consumer interest was fanned to a new 
peak of effectiveness. 

Department store merchandising coordinated high 
fashion shoes with the complete fashion ensemble 
dresses, suits, coats, hats, accessories—from interior 
displays and window promotions right through local 
newspaper advertising. 

J. P. Allen’s presented Albert Allan, from the Del- 
man-Dior Salon in Paris, in person. He was billed as 
a “real live Prince Charming waiting to lay the world’s 
most treasured shoes at your feet.” 

Holiday Shoes’ attractive window displays featured 
fashion suedes, walkers and campus styles. 

In general, Atlanta shoe retailers found tremendous 
consumer interest this Fall in nutmeg to dark brown 
black calfskin, black 


leathers, suedes for daytime, satin and 


and lizard, alligator, grained 
velvet for 
evening wear with accent on heel and toe shapes and 
high vamps. Flats in new textured surfaces in a wider 
range of colors evoked such popularity that some stores 
devoted whole departments to this type of shoe. 

An estimated 25 per cent of all Michigan retailers 
participated in the New in Shoes, with the percentage 
figure even higher in Detroit. The figures were con- 
sidered quite satisfactory in view of the large proportion 
of stores with small inventories, according to Steven 
J. Jay, president of R. H. Fyfe and Company and a 
director of the National Shoe Retailers Association. 

Special advertising was placed by individual stores, 
in Detroit, and it was noted that participation included 
one chain store organization and one major depart- 
ment store that have not advertised in special New in 
Shoes sections in the past. A direct mail piece urging 
cooperation was sent to all local retailers by the Detroit 
Shoe Retailers Association. 

Several local promotions, beginning in late August 
and continuing past the opening New in Shoes date, 
necessarily resulted in the scattered promotional efforts 
of retailers and hurt the separate effectiveness of the 
New in Shoes. 

The most spectacular concentrated promotion was in 
the three Sunday papers of September 11, with indivi- 
dual sections on the New in Shoes ranging up to about 
eight pages. In most cases, the pages were integrated 
into the women’s section, with lead-in editorial material 
which carried over, interweaving attention with other 
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subjects, rather than concentrating attention solely upon 
shoes, which, it was suggested, subtly captures the at- 
tention of the reader not particularly interested in shoes 
at the time, as well as those who seek out the section. 

A count of shoe insertions in the sections showed 14 
in the Detroit Free Press, 11 in the Times, and 8 in the 
News, with other ads scattered in other sections: 5 in 
the News, for instance, in addition to a cooperative ad 
by 33 Red Cross dealers who were listed. Editorial and 
pictorial coverage of new shoe fashions was generous 
in proportion to paid space, 

Oklahoma City shoe retailers took advantage of Labor 
Day holiday and moved the New in Shoes promotion 
up a week to September 5, in order to obtain ad- 
vertising advantages in the local daily. The New in 
Shoes a Kickoff Breakfast 


September 6, in the Biltmore Hotel for member re- 


promotion started with 


tailers. L. M. Phillips, president of the shoe retailers 
association, said members anticipated an increase of 
from 10 to 15 per cent in September volume over last 
year. 

In San Francisco the New in Shoes promotion coin- 
cided with the appearance of the San Francisco 
Chronicle’s annual Fall fashion supplement. The pro- 
motion was a couple of weeks late for practical purposes 
in the opinion of some of the local shoe retailers, most 
of whom has already presented the new seasonal shoes 
and were deep in back-to-school promotions. However, 
almost all leading shoe merchants advertised on Septem- 
ber 11 and used windows to display the “New in 
Shoes” whether the slogan was used or not. 

Sommer & Kaufmann used the promotion to stage 
a special three-day fashion show. Twelve factory rep- 
resentatives were invited to show their lines and were 
on hand to take orders. 

For Macy’s the promotion was a natural, for it 
opened its new “Corner Shoe Shop” on the store’s 
main floor September 6. 


* * 


PPSSA to Issue Reports 


On European Shoe Style Trends 


In expanding its fashion services to the popular price 


shoe industry, the Popular Price Shoe Show of America 
has arranged for special reports from European fashion 
centers, according to Myer Saxe of Kesslen Shoe Com 
pany and Alfred L. Morse of Morse Shoe Stores, Co- 
Chairmen of the PPSSA Fashion Committee. 

A series of reports from shoe style centers in Italy 
and France will be prepared by Bettina Ballard, former 
fashion editor of Vogue magazine. Mrs. Ballard will 
also relate Paris couture openings to shoe style direc- 
tions. Reports will also be prepared by Betty Green, 
fashion accelerator of Independent Retailers Syndicate, 
based on the Paris openings. 

Mrs. Ballard who will cover Rome, Florence, Milan 
and the Italian Riviera for shoe fashion inspiration is 
known as one of America’s top fashion authorities. 
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what this 
catalog means 


cD 


The DARTMOUTH 


A Treadeasy Broguette 
IN STOCK NOW 
Red Calf 
Black Calf 
AAA to D 
Black Suede 
Turftan Calf 
AA to D 
To retail at 


‘ZZ YOU can BUY as you SELL! 


You haven't got her size? RING UP THAT SALE just the 
The LOLITA same! Treadeasy’s vast In Stock Department promptly fills 
A Deluxe Treadeasy your order for any shoe in this Catalog . . . fast-selling sizes 


IN STOCK NOW in the most popular styles... or unusually large or small 
Black Suede 
Black Calf 
AAA to D, EE 91 profit-making styles in an exceptional range of sizes 

To retail at 


sizes that you wouldn't normally stock. This Catalog lists 


; and widths. Treadeasy’s In Stock Department means better 
14:55 turnover... less inventory ... more profit... for you! 


——SEE OUR COMPLETE LINE 


| 
at the National Shoe Fair 


The JOANNE in Room 916, Palmer House 
A DeLuxe Treadeasy October 23 to 27 | 


IN STOCK NOW 
Black Suede 


AAA to C ° 
To retail at Wate ror YOUR TREADEASY CATALOG 


12 95 and for information on the Treadeasy Dealer Cooperative Plan. 


AMERICA'S MOST FITTING FOOTWEAR 


SINCE 1867 


P.W.MINOR & SON, INC. BATAVIA, N.Y. 
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for work or play... 


YOU PROFIT EITHER WAY 





The extra light weight, yet rugged 

. "e , exclusive velvo finish construction 

fe mes are — yet makes the LaCrosse Sportsman 

Its lightness hes a 9 yg i . a Special a top favorite with fisher- 

a tacit obd Awe 7 mA you men and hunters everywhere. 

dees bb gene af ies quailty ead ies When a sportsman sees it—he 
competitive price. - buys it. 


1 


woe 
| 
= 
am 


Both these fine items are representative of the complete, 
new LaCrosse line — yours to be sold profitably. 


qoutt R Mi ls 


LA C ROSSE RUBBER MILLS COMPANY 


. LACROSSE, WISCONSIN 


J 
, Uf 
(J 
45 YY . 
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“Best investment I ever made,”’ 


says Walter C. Vogel, Owner, Vogel’s Shoe Store, Upper Sandusky, Ohio 


about his new Pittsburgh 


Open-Vision Store Front 


Vogel’s Shoe Store, Upper Sandusky, Ohio, is an excellent example of a good modernization job. Pittsburgh Products 


used here include Pittsburgh Polished Plate Glass, Herculite 


ter VHIS NEW STORE FRONT, I believe, 

[ is the best investment that I 
ever made,” 

This is not an unusual testimonial, 
It has been shown, in shoe stores of 
all sizes—in all sections of the coun- 
try —that Pittsburgh Open-Vision 
Store Fronts are good investments 

. investments that pay dividends 
in better 


more store traffic 


merchandise displays, 
bigger sales, more 
repeat business. People are at- 
tracted by the modern good-looks 
the bright 


clean appearance of 
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your Open-Vision Store Front. They 
like to shop there, and they prove it 
by telling other people about you 
modern store, and by returning to 
shop again themselves. 

For more detailed information on 
Pittsburgh Open-Vision Store Fronts 
Pittsburgh Store Front Prod 


the convenient 


and 


ucts, just send in 
coupon, We'll be glad to send you a 
copy of our free booklet, “How To 
Your Store The Look That 


There is no obligation. of 


Give 
Sells.” 


course 


'p| PAINTS + GLASS + CHEMICALS + BRUSHES + PLASTICS + FIBER GLASS 
JUG 
San 883 3'2.2 2 ee ee eS eee ee le 


IN CANADA: CANADIAN PITTSBURGH 


INDUSTRIES LIMITED 


Plate Glass Doors and Pittsburgh Door 


r 


Frames 


Pittsburgh Plate Glass Company 
Room 5372, 632 Fort Duquesne Bivd 
Pittsburgh 22, Pa 


Please send me a FREE copy of your 


store front booklet 


Name 


Address 


State 





This is STYLE 138 
—the shoe that 
launched new profits 
for Abe Penn 
and the 
Puritan Clothing Company. 
They bought 
$285 worth of this 
one shoe in 1953 
—will sell at retail $5,000 
worth of Wright 
Shoes in 1955 


ABE PENN 
President, Puritan Clothing Company. 


“T wear Wright Arch Preservers because 
I like the way they feel. 


I stock Wright Arch Preservers because 
I like the way they sell.”’ 
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Here’s how a tiny investment 
made profits GROW...and GROW! 


In 1953, Abe Penn bought 24 pairs of one Wright 
Arch Preserver Shoe—an investment of $285.00. 
That shoe was Style 138—and it was to pave the way 
for steadily increasing business that finds his store, 
the Puritan Clothing Company, Hyannis, Mass., 
currently stocking 4 additional styles. Today Puritan 
is selling approximately 250 pairs—$5,000. worth— 
of Wright Shoes yearly—and at their present rate 
will probably sell 300 pairs—$6,000. worth—a year 
in the near future. And this in a town of 10,000 people! 

Phenomenal? Certainly! But not too surprising 
when you consider the exceptional saleability of 
Wright Arch Preserver Shoes. The retailer who sells 
a man a pair of Wright Arch Preservers has gained 
a customer that’s his for keeps. Because only Wright 
Arch Preservers have the famous Four Built-In 
Features that make them so outstandingly comfort- 
able... exclusive features that help ‘‘men on the go”’ 
stay on the go around the clock. In addition, Wright 
Shoes offer distinctively smart styling in luxurious 
quality leathers. That’s why 9 out of 10 buy them again! 

Abe Penn and the Puritan Company have found 
the Wright line so salesworthy, so profitable—that 
they recently introduced the shoes into their other 
two associated stores in Plymouth, Mass. (14,000 
population) and Rockland, Maine (9,000 population). 

There are Wright Shoe wearers—and potential 
Wright Shoe customers—in your town. You owe it to 
them and to your business future to find out about an 


Salesmen and Territories 


Charlie Wallis, Sr. and Jr.— New England and New York State 

Harold Burnett— New York City area, New Jersey and eastern 
Pennsylvania. 

“Burt” Jackson— Ohio, Indiana, Kentucky, West Virginia, and 
western Pennsylvania. 
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Kk. T. Wright franchise. Drop a card to one of the men 
listed below who covers your territory; address him 
care of the factory. He’ll be happy to tell you of 
similar success stories in your area—and to show you 
how Wright Shoes can help you get started on the 
road to greater profits! 


K. T. Wright & Co., Inc., Rockland, Mass. 
Scott & McHale, Ltd., London, Ontario. 


Abe Penn and Russell G. Dupont, Buyer of Shoes. 
It’s an interesting fact that all the male employees (not 
just the men who sell the shoes) of the Puritan Clothing 
Company wear Wright Arch Preservers. 7'hese men-on- 
the-go know the bliss of Wright’s round-the-clock comfort. 
They believe in what they sell. 


Visit us at the 
NATIONAL SHOE FAIR 
Palmer House 
Chicago, Ill. 


“Pete’’ Walker — Michigan, Wisconsin, Minnesota, North and 


South Dakota 


Cariton Smith —lowa, Nebraska, Illinois, Missouri and Kansa 
Frank Sullivan, Sr. and Jr.—the South and Southwest 
“Pete” Fishpaugh and Ed Carrol — The West Coast 





So new! So bright! theyll sell on sight! 
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Hail the season’s sweetest seller—new Lustre 
Plyron boots for youngsters! Budget-priced, 
irresistibly gay, and right in step with the trend to 
lighter-weight protective footwear. Stock and 
display all four Candy Colors. Put ’em out 
where they'll be seen and watch ‘em sell! 


ANOTHER RED BALL FIRST! Watch for Lustre Plyron 
announcement ad in Nov. PARENTS’ Magazine, on news- 
stands Oct. 25. This dramatic full color page will be seen 
by over 1,500,000 buying mothers .. . will start building 
demand for your store immediately. Be ready for it! 


ASK your Ball-Band salesman about Lustre Plyrons and 


FREE promotional helps or 


WIRE direct to the Ball-Band plant, Mishawaka, Indiana 
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Gay as a lollipop! 


Lightweight plastic! 


Priced to sell fast! 


4 iridescent colors! 


Drow 


Sell her this flattering 
ankle-high boot with 
loop closure. Ice White 
or Silver Fawn. 





LUSTRE 


Red 
=F) 
PLASTIC BOOTS by Ball-Band Mishawaka. ind, 
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Children have a tremendous influence on 
brand selection — from breakfast 


cereals to shoes, Many of the youngsters in 


your neighborhood see Woman's Day 
every month, when Mommy buys the 
. family copy at the A&P store. You can 
sell these young customers 
—and their mothers — if you 
feature the shoes in Woman's Day. y 


she Insists on the shoes 
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she saw in WoMAaN ‘ay 


THE A&P MAGAZINE 
the NATIONAL magazine... with the NEIGHBORHOOD impact 
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... In Industry Circulation 





The total paid circulation of BOOT 
AND SHOE RECORDER is greater 
than the total paid circulation of any 
other shoe publication. 


*19,543 — Average total paid circulation 
from July to December 1954. 





.--Among Shoe Retailers Who Buy 





According to a national personal 
interview survey among RECORDER 
subscribers,* almost 4 out of every 5 
of them do the buying for their stores 
and shoe departments and they buy 
more shoes than do the subscribers 
to any other shoe publication. 


OF THE (TRAD 





FIRST 





4 


| | 


Sf 


I / 


J ) 


4 5% — es 





...-In Retail Coverage 


81.7% coverage of 14,143 Inde- 
pendent Shoe Stores in U.S. 


88.6% coverage of 2,682 Leading 
Department Stores in U.S. 


96.7% coverage of 308 Chain Store 
Buying Headquarters in U.S. (con- 
trolling approximately 5,500 stores). 





...- In Advertising Pages 


In 1954, BOOT AND SHOE RE- 
CORDER carried more than TWICE 
as many advertising pages as any 
other shoe publication. 89.9% of 
RECORDER subscribers used BOOT 
AND SHOE RECORDER ads as a guide 
in making their purchases. 





*BOOT AND SHOE RECORDER Readership 
and Impact Survey by National Analysts, Inc. 


and Shoe RECORDER 


A CHILTON @pusBLicatION 
CHESTNUT and 56th STS... PHILADELPHIA 39. PA. 
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“THE SPIDER “NEW” 
AND THE DOOR” 


just in time for 


holiday 


The story is not new. It has been quoted time and 
again (possibly in this column) to point up th 


absolute necessity of keeping pace with progress. 


But we believe it bears re-telling for it illustrates the 
close relationship between merchants and their ad 


vertising message. 


The story is about Mark Twain when he was the 
editor of a small-town newspaper. A reader found a 
spider in his newspaper. The reader wanted to know 


if it was an omen of good or bad luck. 
Ht 9B50V sizes 611-12 


P widths A to D 
Mark Twain replied: “Finding a spider in your news 


paper is neither good nor bad luck. The spider was 
merely looking over our paper to see which mer 
chant was not advertising so he could go to that 
store, spin his web across the door and lead a life 


of undisturbed peace ever afterwards.” 


In the light of the present day's emphasis on advet 
tH 9B70V sizes 12'A-4 


tising and the vital part it plays in promoting the 
widths A to C 


liaison between the origin of a product and its ulti 
mate purchase and use by the consumer, the above 


story seems to be a fairy tale. 


However, it is a good thing for all of us to stop 

and reflect whether we are giving the spider a foot Crush resistant 
lll cee wees dat Flame resistant 
Easily cleaned 


Durable 
ALL NYLON VELVET Stain resistant 
US, [ * Fast pile 
‘ a eeemeettaatletiRiae ¥ Washable 
Editor Emeritus VAISEY-BRISTOL SHOE COMPANY INC. 


Boor And SHoe Recorper MONETT, Mé 
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Washington 


Newsreel 
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The National Sales Tax Fight 


A Minimum Wage Timetable 






















Tax Cuts in Sight 
















A hot fight over proposals to replace existing selective excise taxes with 
a uniform national sales tax will begin in earnest next December before 
a special congressional committee. 

Spokesmen for several retail associations have already signed up to 
testify at the bearings, which run from December 5 through December 
16. They will be clashing head-on with manufacturing spokesmen over 
the excise problem. 

The National Association of Manufacturers and the U. S. Chamber 
of Commerce are favoring a national sales tax of five per cent to replace 
existing levies. They want it imposed at the manufacturing level. 

But retailers, backed by the National Retail Dry Goods Association 
and the American Retail Federation, oppose any new excise tax scheme, 
favoring instead repeal of all excises. But if congress determines that a 
national sales tax is necessary to raise revenue, retailers will argue that 
it should be imposed at the retail level, and not hidden. 

A sales tax imposed at the manufacturing level, retailers argue, pyra- 
mids so that for each ten cents the government gets, the consumer has 
to pay about eighteen cents, because the tax becomes part of a merchant's 


inventory cost. 


Labor Secretary James Mitchell and the labor unions, deploring the 
failure of Congress to expand coverage of the minimum wage laws, have 
agreed on an informal timetable for bringing all retail workers into the 
system in five years. 

The hush-hush program, subject to changes, will be presented in part 
to Congress early in the session beginning in January. First phase of the 
plan, similar to a proposal sidetracked this year, would bring all workers 
in multi-state retail chains under the act, but at a lower minimum, 
probably sixty cents an hour. Retail minimum would then be raised ten 
cents an hour each year for four years. 

Overtime provision of the wage-hour law would not apply to retailing at 
first, to ease opposition. Later, local retail operations with more than 
five stores, or one store grossing more than $500,000 a year, would be 
included, A bill to carry out this plan is now pending in Congress, but 
is probably a little too drastic for passage next year. 

Another scheme will bring in all retail operators hiring more than a 
minimum number of workers, probably five, and this will later be brought 
down to cover all retail workers. 

Retailers will be hard-pressed to block, or even delay, this minimum 
wage-hour steamroller, once it gets going. If times remain prosperous 
pressure of other wage increases will bring a lot of public support behind 
the measure. The new $1.00 an hour minimum will mean direct wage 
boosts for an estimated 2.1 million workers, and indirectly cause wage 
hikes—or layoffs—for another 24 million workers as traditional wage 


patterns are maintained, when it goes into effect next March 1. 


Leaders of both parties are honing their tax-cutting knives for next year 
and, with one eye on the 1956 elections, are already courting the “little 
guy.” Corporations are going to have to depend on a “trickle up” result 
to get any major benefits. 

[TURN TO PAGE 88, PLEASE | 





Nothing Gets Attention Like SPACE! 


. we mean, display space at the ppssa. Exhibit your shoe or allied line 
at the “Big Buying Show” and you'll win the attention of more than 6,000 shoe buyers 


Preferred exhibit space is limited. Write now to pPssa, 210 Lincoln Street, Boston 11, Mass 


PPSSA + Hotels New Yorker & McAlpin + Nov. 27-Dec, 2 
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BOOT and SHOE 


Aiseri i. 


KLINKICHT, presi- 


dent of The Miller Shoe Company 


in Cincinnati, Ohio says: 


“Remember, the shoe retailer 
next door is not your biggest com- 
petitor. The man who sells tele- 


automobiles is a 


vision sets and 













far greater menace to the success 


of your shoe business! So, main- 


tain an attractive store, be courte 
ous to people and impress upon 
your customers the advisability of 
keeping their feet well by changing 
their shoes frequently.” 

Some simple and effective mea- 
sures to assure repeat business were 
outlined: 


“No shall 


store without being 100°) satisfied 


customer leave this 
with the purchases he or she has 
made. 

“The customers are guests and 
have the right to see every piece 
of merchandise that is in the store 
for sale, whether they ask for it or 


not. 


“It is the purpose of the store to 
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| PTRADE 


see that every customer is a walk 
ing advertisement. 
“Card should be 


of every transaction 


kept 


“Kvery customer should be re 
minded to return, es pec ially those 
who have not been in the store in 
the past twelve months. 
“Salespersons should be remind 
ed ‘through these portals walk the 
finest people on earth, our custo 
mers.” 
“Sell the customer a program in 


footwear, low heels for work shoes 





oxfords for 


heels in welt 


mid-way 


walking, and high heels, sandalized 


shoes for sitting dress shoes.” 
a 4 4 
Jack STILLMAN of = Stillman’s 
Shoe Shop, Roche ster, New York 
Says: 
“One of the 
the orthopedic 


greatest needs of 
business is a 


lasts. 


shoe 


rejuvenation of Orthopedi« 


shoe manufacturers have — been 


turning out much the same type of 
shoes for years. 


Meanwhile peo 
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ples feet, manner of living and 
footwear styles in) general have 
changed greatly 

“I have Spe ialized in the sale 


of orthopedic shoes for thirty years 
Women 
three 


today are wearing shoes 


longer than in the old 


GOL 


SIZeUS 













days kveryone knows that more 
people are suffering from foot 
disorders than ever before. More 


and more women have back trouble 


which can be traced to poorly 
fitting casuals or flats or high heels 

Vany 
adequate functionally or style-wise 


We a 


who greatly 


orthopedic lasts are in 


customers 


scaring away 


need what we have to 
offer in foot correction 


“With 


we retailers need to 


regard to children’s feet 
Impress upon 
parents the urgency of proper care 
of their children’s feet 
“It certainly is advisable that 
engayed in orthopedic 


should 


good education in the fundamentals 


shoeme mn 


fitting and selling have a 


of thei specialty : but even more 














valuable is good judgment and ex- 
perience. | would rate experience 
number one on the list of essentials 


for success in this field,” 





Frank k. KLING, manager of 

Shriner & 

I rancisco, says: 
“The 


steadily losing its appeal to young 


French, Lrner in San 


retail shoe business is 
people as a career, There are more 
lucrative lines, such as selling cars 
or real estate, and too much com- 


fields of 


and electronics to make selling shoe: 


petition in the television 
look interesting. 


“Furthermore, young men don't 
seem to want to be salesmen even 
though they have an opportunity to 


Most of 


don’t want to accept responsibility 


become them 


managers, 
of being a manager, although it is 
evident that somebody must accept 
such managerial responsibility. 
Good managers should be trained 
salesmen first. 

“A solution must be found in the 
immediate future. Personnel prob- 
lems such as training salesmen must 
be taken up soon for new blood is 
vitally needed, especially in the shoe 
trade 

“Better salary inducements, giv 
ing selling a professional status are 
only a couple of the problems to be 
leaders in the manufac- 


fields 


of the shoe trade if the personnel 


solved by 


turing, wholesale and _ retail 


shortage is to become less acute.” 


Esr LLE HAMBURGER, noted 


fashion authority and consultant, 
put an emphasis on the influence of 
the East upon fashions, in her talk 
before the National Shoe Retailers 
Association Spring-Summer 1956 
Conference, when she said: 
“Eastward lies the next shoe di- 
rection! Is it any wonder that crea- 


tive minds in our leather industries 


44 








have drenched their colors in the 
dye vats of the East? Calfskins and 
kidskins, smooth, sueded or shrunk- 
en-grained, matte as chalk or lus- 
trous as pearls, as well as snakes 
and lizards native to eastern jungles, 
are transformed by the delicate 
blush of color found in Japanese 
prints and embroideries, in Japanese 
flowers and porcelains in the 
pink of cherry blossoms, green of 
tea leaves, yellow of the rising sun, 
blue of the morning sky, natural 
beige of bamboo. And, on anothe: 
eastern palette, colors of India ap- 


pear with startling clarity and in- 


tensity, colors found in silken saris, 
temple paintings and fabulous 
jewels . lush pink, vibrant tur- 
quoise, saffron yellow, apricot, as 


well as reptiles shimmering in silver 
and gold, 

“This is the moment, it seems to 
me, to look at museum collections 
of Eastern fine arts and superlative 
handcrafts, to study the splendid 
new art books of the East and read 


their scholarly interpretations of line 


* 


we a i ae 
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and form and symbolism, to search 


until you have found a feeling, 


deeply experienced, a feeling for 


shape and style and movement, a 





that 


needs only to be implemented with 


born of conviction 


feeling 


your craftsmanship and expressed 
in the fresh new colors of leathers, 
which are ready for use as paints 
on a palette await use to interpret 
an artist’s image. 

“What 


resemblance to the thing that in- 


you create need have no 


spired it, but because you will have 
gone through this process of in- 
sight and understanding, your shoes 
will be new, and perhaps beautiful. 
They will 


pointed 


meet, as if at an ap- 
rendezvous, the clothes 


with which they will waik = in 


harmony. 


on ZS /- 
ji, 


a truly brilliant collection of women’s | 


Wy 

\ footwear is now in the making in designers’ work- \ 

| 

\/ rooms here and all over the world. Y 

| For that Spring, and in the fresh, new treatment VA 

that these styles sO richly deserve, we present on VY 
\ the following pages a first glimpse of the wonders 


which style creators have in store for your customers. 


\ 
| 
First of three advance Spring and Summer Fash- ¥ 


ion presentations, it will be followed in the Octobe: \ 


15th and November 


turers lines interpreting these trends. Watch for them! 


Pe ee 





Ist issues of 


\ Recorder with previews of styles from manufae- WE, 
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new ways of detailing 
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The Shoe OF The Hour 


And now a shoe actually in the Spring 


Collection of a leading high style Ameri 
can manufacturer. Designed by Perugia. 
used by Jacques Fath in his latest show 
ings in Paris, and now adapted by | 
Miller for the American Spring 1956 
Here is why we selected it as our Shoe 
of the Hour: Low Back ® Straight Folded 
Topline © V-throat and Tapered Toe ® 
New Softened Construction ® Contrasting 
Colors, Black and Camel ® Contrasting 
Surfaces, Patent and Suede ® The illusion 
of a naked back when worn with hose 


to match the beige suede 





The Stix, Baer and Fuller store in Westroads 
Shopping Center, Richmond Heights, Mis- 
souri, showing the two-story, glass enclosed 
Gift Court and the Italian mosaic tile panels. 


A corner of the glass-enclosed Gift Court 
showing the unique tree form beside a blue 
mosaic lined pool. The tree will be used 
as a background for seasonal decorations. 
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Nt. Louis Store Opens beautiful 


As Modern Inside as It Is Out, the New Stix, Baer and Fuller Unit 


Displays Many Novel Merchandising Features. 


On August 20, Stix, Baer & Fuller Company, 63-year- 
old department store, opened the doors of Westroads, 
its first venture into suburbia merchandising. Located 
at the “Crossroads of the County”—Clayton Road and 
Brentwood Boulevard—Westroads is undoubtedly 
of It 
heart of an enormously diversified shopping center, 
erected at a cost of $6,250,000 where it will soon be 
joined by Baker’s Shoes, Hess & Culbertson (jewelers), 
J. J. Newberry, Walgreen’s, Kroger, Sonnenfeld’s and 
Wilbur-Rogers. 

Westroads Shopping Center, about 9 miles from 
the 
Stix, Baer & Fuller store with a total floor space of 


America’s most beautiful stores. stands as the 


downtown St. Louis, consists of three structures 


50 


one 


250,000 feet 
buildings with a total of 130,000 square feet to house 


square on five levels, and two smaller 
the companion enterprises. 

Located in the approximate center of the 22 acre 
tract, Stix’s opens, on its west side, onto a beautifully 
landscaped area known as Westwinds Court, which was 
designed primarily as a place of rest and relaxation for 
customers and contains 20 benches, An ell-shaped per- 
gola and a foot bridge over a large pool lead the way 
to the store, The outstanding art feature in the court 


is a 30-foot high tower of metal panels known as the 


Right: this elaborate planter display niche dom- 
inates the Designer Salon in the women’s shoe 
department at the Stix, Baer, and Fuller store. 
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Wind Chime. Tiny clappers, moved by gentle breezes, 
striking against the artistically constructed mobile 
panels, set off eight different musical bell tones. A com- 
bination of contemporary and oriental-influence plant- 
ings form the major landscaping of the Court. 

The clean-lined architecture of the building makes it 
a great new landmark for St. Louis County. The rein- 
forced concrete structure is veneered in Tennessee stone 
to the height of the first floor ceiling. Above that height, 
and projecting out from it several feet, the building is 
veneered in red brick on the east, west and south sides. 


The north side consists of an unusual checkerboard View of the children’s department on the sec 


ond floor showing the full life size wrought iron 
and plastic balloon and carousel displays 


design created by the use of glass mosaic panels in 
varying shades of green imported from Treviso, Italy. 
Louvered aluminum panels, for ventilation, interrupt 
the mosaic panels at intervals to give the checkerboard 
effect. 

\ dramatic feature on the east side of the building 
is a two-story, glass enclosed, brick-paved Gift Court. 
Projecting 24 feet out from the main building, this 
Court is 96 feet long and 32 feet high. From a low, 


aluminum railing-topped glass wall on the second floor 








of the store, one can overlook the entire court with its 


unusual tree and blue-lined pool serving as the focal 





point for the presentation of giftwares. 





Stone-veneered planter boxes at each of the store’s 
four structural corners contain tree plantings of sweet 
eum, Chinese magnolias, white-flowering dogwood, 


juniper and other unusual shrubs. Redwood planter 





boxes along the store sides are planted with yew trees 


while the entire perimeter of the 1800 car parking lot In one corner of the children’s shoe shop is a 
[rt RN TO PAGE 68. PLEASE cage with two colorful stuffed birds. A similar 


cage with monkeys is in the opposite corner 


Suburban branch . . . 





STYLE MERCHANDISING 


OPEN-TO-BUY PROGRAM 


HIGH STYLE SPECIALIST 
50% 


MIDDLE OF ROAD RETAILER 
60% 





Suggested Allocation of Buying Funds Each Season 


Open-to-Buy 


SMALL TOWN OR NEIGHBORHOOD RETAILER 


Open-to-Buy 


Advance Orders 


Open-to-Buy 


Advance Orders 


Advance Orders 








THe increasing importance of style in the shoe busi- 


ness poses many problems for the average retailer. It 


al change in buying policy, lt demands 


methods, It 


means new 


merchandising calls for new advertising 
and promotion techniques and approaches, 

The style business in shoes is now practically univer- 
sal. Even the so-called comfort type shoe dealer has 
to give his customers something different, No longer 


can he sell even his most conservative older women a 
plain black oxford or pump each season and let it go at 
that. He has to have a variety of colors, materials, and 
patterns, even though the basic last remains the same. 
This is true not only from season to season but within 
eae h SC asSOn 

The situation is difheult, particularly for the smaller 
healthy. It 


one of the 


retailer, but it is is making shoe manu- 


facturing and retailing country's major 
industries, 

The greatest and most significant change taking place 
is in buying policy. A large percentage of funds re 
tained for an open-to-buy position is a distinct ad 
vantage today, Until the past few years this has been 


a must for the department store buyer and for the 


52 


operator of a shoe store which specializes in high 


Now, the 


through the ranks. It is just as true for the neighbor- 


style. requirement has permeated down 
hood and small town operator, as it is for the larger 
operation, The retailer who is open-to-buy from month 
to month or week to week as the season progresses can 
keep abreast of the style wishes of his customers. This 
means that a retailer will buy a good range of initial 
requirements when he makes his first commitments. 
He will get the feel of his customer's style preference es, 
and re-order accordingly. He will be prepared to add 
new styles which might not have been in factory lines 
in advance selling. This will be a greater service to 
customers, for a retailer can honestly assure them they 
are securing the latest styles. 

4 survey by the Boot ANd SHOE RECORDER cor- 
respondent reveals that a position of 50 per cent open- 
to-buy is regarded as safe and practical by a good share 
certainly 

both 


and by 


of retailers. It is being practiced by most 


department stores, large and small, by large 


volume houses, a growing number of inde- 


pendent stores. It is essential for the dealer who does 


anywhere from 35 to 50 per cent of his business in 


Boot and Shoe Recorder 





PART I-OPEN-TO-BUY POLICIES 


AGE OF MERCHANDISE ON SHELVES 


6 MONTHS 


IDEAL 


12 MONTHS 


18 MONTHS 





HEALTHY if Cleared July and January 


QUESTIONABLE. Should be cleared 
unless completely 
staple and non-seasonal 








ryy 
Phe Increasing Importance of Style in the Shoe Business Is Making It 


Necessary for the Retailer to Change Many of His Buying Habits, 


Particularly with Reference to Open-to-Buy Policies. 


so-called style merchandise. By style. we mean anything 
that is a departure from basics, Style should mean any 
pattern that is being introduced for the first time or 
that is not more than a season or so old. 

A 50 per cent open-to-buy position is easier for the 
large retailer to maintain because he has greater capital 
at his disposal. As many independents point out, he 


also commands greater strength from his resources 


However, it is a program that any retailer can aim for 


with good advance planning. And that planning can 


begin now, 


Any alert retailer knows the sizes which sell in 


quantity in his community. He also has a fair idea 


of the general style preferences of his customers. He 
this 


leaving money and stock room to fill in with accepted 


should make his early commitments on basis. 


styles as they are indicated by sales. 


In other words, many retailers will now make a 
more clearly defined division between advance orders 
and fill-ins. A ratio of 40 per cent open-to-buy is ac 
cepted as more moderate and practical for the average 
retailer whose business is spread over a range of staples 
and conservative shoes and includes a good amount of 
style types. For the neighborhood store or small town 
retailer who has even a broader field to cover, the 
ratio might well be 30 per cent open-to-buy against 70 


per cent in advance orders. Even this percentage may 
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by BERNICE DECKER 


sound radical to some old established retailers who have 


kept their businesses operating successfully on staple 


shoes for years. But they would do well to re-assess 


their program regularly, beginning now, For the 


change is inevitable. and the retailer who is not pre 


pared may not survive, It is well to remember that 


customers can buy style shoes from the chains or from 


mail order houses if they can't get them right at home 


\ vlance at any mail order catalog reveals just about 


as many style shoes as can be found in any store 
A seasoned mid-west retailer who has seen his family 
first 


Clear 


shoe store gain consistently in sales, insists the 
step to an open-to buy position ts clean stocks 
holds, should really be 
especially on highly perishable styles or seasonal met 


White shoes, for might look as if 


they could carry 


ance sales, he clearance sales 


chandise instance 


over until the southern resort 


SCASOT 
or even for another year But there is expense involved 
in cleaning them, in re-packing them, and in 


them back in stock. While in stock they 


able space which could far better be devoted to new 


putting 
oe upy valu 


mere handise 
Many 


take a loss on highly seasonable merchandise, The 


retailers are convinced that it is better to 
cash 
obtained is more valuable as an addition to the open 
to-buy funds, One retailer who has kept records of his 


[TURN TO PAGE 76. PLEAS 





Div you ever see your wife or sister or daughter when 


by 
ELEANOR M. RUTTY she drags herself into the house at the end of a 
shopping expedition? There is nothing much more 

tired to be found anywhere in civilian or private life. 

And can you wonder? For three or four hours, or 

even a whole day, she has wrestled with crowds; with 

individual human nature in the guise of sales clerks 

and fellow shoppers; with the problems of finding 

and selecting the right merchandise; and, finally, of 


getting home again, sometimes laden with her pur- 


“The Rancher,” tailored 
town shoe with pretty. 
feminine detailing, on 


18/8 heel, Hill and Dale. 


Youthful tailored instep 
strap for commuting and 
shopping wear. Valentine. 


Sophisticated tailored 
pump in textured leather 
on 14/8 heel for tweeds 
and patterned weaves. 
British Walkers. 

All-over elasticized stepin 

on low heel for the style- 

conscious conservative wo- 

man, Foot Rest. 


Unlined glove leather and 

14/8 wedge heel for soft, 

comfortable town-into- 

country shoe. A Jettaire 
by Enna Jettick. 





ry - ’ 
| he Job of Shopping Is a Hard One, Especially Hard on the Feet. Shop- 


ping Shoes Should Be the Kind to Ease the Strain of Walking and Standing 
During Those Arduous Hours. Medium to Low Heels, Soft Uppers, Flexible 


Soles—These Are All Important Factors in Comfortable Shopping Shoes. 


Flat heel stepin for the 
smart woman of any age 
for town or suburb shop- 
ping. A Country Fair Cas- 
maybe, shoes just a little bit too short or too narrow. ual by Florsheim. 


chases and sometimes burdened with the sense of mis- 
sion unaccomplished. And often she has done the 


job tottering around on high heels, thin soles and, 


Here, of course, is where you come in. Why don’t 
you put yourself in her shoes some day soon and 
decide to do something about promoting the idea of 
really smart looking, comfortable shoes for her shop- 
ping hours? Maybe she is buying a pair of pretty, 
high heel sandals or pumps from you. The purchase 
has been made. Before you put her own shoes back 
on her feet, why not slip on a pair of soft, medium 
or low heel shoes? Be a little sympathetic with her 
about the problem of having comfortable shoes for 
shopping and walking. Admire the shoes she is wear- 
ing but point out the advantages, in both style and 
comfort, of the type that you have just slipped on her 
feet. 

Try for this extra business, anyway, and try for 


4 . , , ; ; ; 

it by promoting shoes that should appeal to your cus- Pleated treatment on 

vamp and tongue, the style 

feature of this attractive 
stepin. Arch Preserver. 


tomer at just this tired-from-shopping-moment, when 


her “feet are nearly killing” her. 


Comfort plus fashion in 
this well-styled oxford with 
flattering vamp treatment 
on medium built-up leath- 
er heel. Foot Comfort shoe 
from Dr. Scholl Shoe Co. 





Low heel two-eye 
let tie in textured 
leather, an im- 
portant style for 
casual tweeds and 
u oolens. Bellaire 
de Luxe Shoe 





thanks 
to 
you... 


in just a few 


short years 
‘th A y 
Edith Henrys 
designer-collection of 
“LUCKY STRIDES” and 
“WHIS-PURRS 


have developed into 


fast-moving lines, 


“)i the shoe fits...it’s a Lucky Stride” 
LUCKY STRIDE SHOES INC. — Maysville, Kentucky 
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What's Wrons with Shoe Selling? 


... And How to Make It Ri 


CHAPTER VII 


How to 


TEACHING is an art. It may involve some hard work 
if you are to become really proficient but it is also 
something anyone can learn. May I remind you that 
throughout this entire series of articles we have tried 
not to use the negative approach? We believe only in 
the positive, affirmative attitude, We said in writing our 
training paper for new people entering the shoe selling 
field that anyone who approached it with an open mind 
and a willingness to learn could become a successful 
shoe salesperson. And so it is with a competent instruc 
tor. There are certain fundamental principles of teach 
ing and if you follow the rules it makes the passing of 
knowledge from one person to another a very simple 
process. 

The number one rule, and the most important rule 
to remember, is explain and explain thoroughly, demon- 
strate, and allow the learner to practice. 

The second rule is to use simple language that is 
free from technical terms that in themselves need an 
explanation. 

The third rule: speak plainly so that you won't be 
misunderstood, Look at the person; don’t look at the 
floor and mumble. If you do, what you say will sound 
to the listener like a cross between English and gib 


berish. Also, if you don’t express yourself with confi 


dence, how can you expect the trainee to accept what 


you are saying with confidence in your knowledge of 
the subject? 

The fourth rule: organize what you are teaching to 
give it clarity. There is no harm and there are some 
definite advantages in having a memo sheet of re 
minders to yourself of the order in which you wish to 
proceed, You will find that by having your material 
thoroughly organized and prepared you can give a 
large amount of instruction in twenty minutes. 

But if you ramble around you can use up an hour's 
time and accomplish very little. So since your time is at 
a premium and you are paying new trainees hourly rates 
to learn, you cannot afford to go into class unprepared. 

The fifth rule is almost a contradiction of rule four, 
Administer new knowledge in small doses, only as much 
as, and not more than, can be absorbed in one sitting. 

Rule six: be patient, be kind, extend courtesy. You 
are only doing what you have asked your new employes 
to do in their approach to a customer. Don’t ever be 
afraid to say, “I’m sorry, | didn’t explain that thor- 
oughly.” Or “You misunderstood, let me tell you again.” 
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Teach 
by M. GRACE CRONE 


After all we are all just human beings and we at man 
agement level are not infallible. You may be rating the 
new trainees as to their ability, intelligence and poten 
tialities as shoe sales people, but don’t forget that you 
think 


don’t have to 


are also on trial. If they decide they don’t they 
would like to have you for a boss, they 
put up with you. They have the privilege of going 
elsewhere to work. 

Rule number seven is as important as rule number 
one. Repetition and review. You tell them and = then 
let them tell you. Each training period should be started 
with a rapid review of what was covered in the preced 
ing meeting. And remember to stress the importance 
of these three: 

Write what you hear. 

Read what you write. 


Write 


Rule eight 


what you read, 

teaching is a never ending need in the 
shoe business because of the constant changes in con 
materials and style trends, Every 


struction. piece of 


merchandise you buy, you buy for a season, So don't 
expect the people who sell your goods to be mind 
readers. You have access to trade journals, market 
trips, the “New in Shoes” while the ideas are still on 
the designing board. You have contacts with people at 
the manufacturing level and you are the one who knows 
the forward thinking of the market 

So don’t be too lazy or too busy to share your know 


ledge of the coming things, your enthusiasm for ot 
about the coming picture, the plans of the trade for 
promoting a new idea, a new type of construction, a 
new fabric or a new process, 

Always remember every piece of merchandise has a 
selling story behind it to increase sales. Give the people 
who are going to sell it the why and the wherefor of 
the new goods. 

Rule nine: don’t be afraid. This rule is for all of you 
who are chain store 


now department store buyers 


managers, leased department buyers or independent 
owners. If you have read the previous parts of this 
series, you will recall that | told you how and when the 
shortage of good shoe sales people began to develop 
It was when sales people lacked a sense of security in 
their jobs. They were afraid that a new person coming 
rO PAGE (0 
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SAM SULLIVAN 


President, Independent Shoemen 


BENJAMIN L, FINN 


Secretary, LS. 


-HILIP B. BAYES 


ALEX AUGUST 


Vice President, LS. 


Tue Second Annual Convention ot 
the Independent Shoemen, will be 
held October 21, 22 and 23 at the 
Sheraton Hotel in Chicago. This 
aggressive group has lined up an 
agenda geared to be both informa- 
tive and practical and highlighted 
by an address by the chairman of 
the United States Senate Small 
Business Committee, John J. Spark- 
man of Alabama. 

The committee of which Senator 
Sparkman is chairman was created 
especially to look after the inter- 


ests of the small business man. The 


JACK DEWITT 


RAY SHANNON 


Vice President, LS. 


Senator, himself, claims to have 
backed an effort in 1950 to elimi- 
nate tax discrimination affecting 
small businesses within the $25,000 
to $50,000 taxable income bracket, 
which was partially successful and 
helped to gain lower taxes for some 
305,000 small business corpora- 
tions. 

Among other instances in which 
Senator Sparkman has been instru- 
mental in promoting the welfare of 
the small businessman were his 
fight against the excess profits tax, 


his fight to help the small man ob- 


JOHN ESCH 
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Annual 


ARTHUR B. RIES 


Vice President, LS. 


Convention 


GENE LANGKOP 


Vice President, 1S, 


JAMES RICK 


Treasurer, LS. 


‘ 
Senator Sparkman, Chairman of the Senate Small Business Com- 


mittee, and Don IF’, Grimes, President of the Independent Grocers 


tain raw materials necessary to his 
business and his support of the 
Robinson-Patman Act, known as 
the “Magna Carta” of the inde- 
pendent retailer. He is co-author 
of a bill that would strengthen this 
legislation, 

Also of interest will be a talk by 
Don F. Grimes, executive head and 
president of the Independent Gro- 
cers Alliance, who will tell about 


the growth of the independent gro- 


cers and how they were able to 


L. J. GEUDER 
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Alliance, to Be Featured Speakers. 


withstand the encroachment of the 
large chain organizations and go 
on to better business and greater 
profits under their cooperative sys 
tem. 

A turnout of over 500 is ex- 
pected for the brunch meeting at 
which Senator Sparkman and Mr. 
Grimes will speak. This will be 
Sunday, October 23 at 11:00 a.m. 
Room of the 


Sullivan is chair 


in the Boulevard 


Sheraton. Sam 


man for the affair. 


FRED WEBER 


The “Independent Shoe Re 


sources Show.” a comprehensive 


showing by manufacturers, whole 
salers, distributors and allied prod 
ucts resources, will stage, from 2 to 
> p.m, on Or tober 22nd in the ‘Tally 
Ho Room, a non-selling trade fair 
open to the Chicago public The 
show is being put on in answer to 
hundreds of requests from all over 
the industry for the names of in 
dependent sources, Various Ly pes, 
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IS is not for you. . 


& \ | ik’ RE not inviting “weak sisters” to Join INDEPENDENT SHOE- 
MEN. “Timid Soul” manufacturers, hungry for a crumb of off-season 
business from store-owning competitors, had best do their handlicking 
by themselves. 


Suppliant wholesalers, crying for hand-outs and apologizing for their 
very existence, will find no comfort in JS. 


Travelers and tanners and allied tradesmen who are scared of their 
shadows should find their own caves to hide in. 

Retailers who cry to be “saved” only after a habitual claim-jumping 
resource moves in next door, couldn’t have much to offer 1S, could 
they? 

Speaking as an individual (that’s my privilege . .. I'm paying for this 
ad), I'd like to go on record as recommending that the Membership 
Committee, at this stage of the program, should ask: “What can YOL 
offer 1S?”, rather than the other way ‘round. 


In the long run, there’s no doubt that the combined brains and efforts 
and dollars of 1S supporters in all categories will increase the pros- 
perity and security of each individual member. But before any one of 
us gets anything out of it, he’s going to have to give! 

If you aim to stay in the shoe business, or want your kids to keep the 
family name over your store or factory, you couldn't do better than 
invest a few bucks (and some of your own sweat) in INDEPENDENT 
SHOEMEN. 

Cousin Ben Finn, Executive Director of [S, will be plumb pleased to 
give you more information ... and if you move fast, he may be able 
to save you a seat at the Annual Meeting. 


Nobody ever “tears out and mails” coupons to amount to anything 
anyhow, so we won't waste space on one, Just write: 


Cousin Ben Finn, INDEPENDENT SHOEMEN 


Box 2005, Philadelphia 3, Pennsylvania 


<i 
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REW shoes give ecllr 
you fashion with 


Remember, women always remain loyal 
to the store that gives them style and comfortable shoes! 


Some lines of high fashion shoes give you 3, 4 or even 5 National 
time turnover—but don't overlook the 10 to 11% markdown 

you end up taking! Drew shoes give you a secure profit SHOE FAIR 
foundation that is regular and dependable. 

They build you a steady repeat business producing 2 to 3 
time turnover, with only 2 to 3% markdown and 43% to 
489, markup. This means real net profits and you build a 
personalized clientele that stays with you. High fashion 
shoes are important, but you can’t be sure of operating ROOM 905-W 
profitably unless you have this solid groundwork. Write PALMER HOUSE 
today for our new IN-STOCK catalog. 

CHICAGO 


@ Drew shoes simply outperform others 


@ Financial assistance for qualified persons 


THE PETITE THE DRAMA 


No. 12242—Black calf, 017 last, 16/8 Louie 


No. 52209 — Red calf, $8.65; No. 12209 No. 12516-Black calf, 44 last, 14 
heel, $8.60. Sized AAA to C, 54% to 10 é 


Black calf, $8.60; 014 last, 14/8 Cuban hee! heel, $8.75. Sized AAAA to | 
Sized AAAA to C, 5% to 11 


THE MYSTIC THE RUSH 


ill 


No. 32704—Cognac brown calf and No. 52/04 

Red calf, $9.10; No. 12704—Black calf No. 28689 White and turf tan lined elk 
$9.00, Pedic W Function last, 13/8 leather Pedic 10 Stroller last, 8/8 S-shaped Thoma: 
heel (14/8wood heel in red calf only). Sized eather heel, $7.50. Sized AAA to D0, 3% to 
AAAA to EE, 5 to 1] 1] 


No. 11730—Black kid, Pedic W Function last 
13/8 leather heel, rubber top, $8.60. Sized 
AAAA to EEE, 5 to 11 
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THE IRVING DREW CORPORATION, LANCASTER, OHIO 


Member Independent Shoemen's Association 
(NEW YORK OFFICE—746 Marbridge Bldg.) (LOS ANGELES OFFICE—Suite 610, Warner Bros. Theatre Bldg.) 
OR HIS$S SHOES © BLUE GRASS SHOES © OR A REED CUSHION SHOES 
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DOCTORS ARE RECOMMENDING .. | 


Buntees smooth, patented one-piece 


vamp actually cradles baby’s foot 


like genuine Indian moccasins. 


HEN 
oe "1 


Buniees incorporate all the best features 


of true moccasin construction, 
plus refinements that result 
in handsomely designed, 


comfortable baby shoes. 


R. J. POTVIN SHOE CO 


I.S. to Stage 
Annual Convention 


{CONTINUED FROM PAGE 


59] 
lines will 
demonstrate to the public 
the industry on the 
quality and competitive 
available from independents 
to 


styles and 
cally 

inform 
styles, 


price graphi 
and 

of 
prices 
The event 


choi e 


have wide 
and other 
papers and will feature a 
party preview for the press. A 
of fifty-plus displays will be 
at the fair by various segments 


is expected 
the 
daily 
tall 


coverage in 
Chicago metropolitan 


cor i, 


group 
shown 


42 


} 


NY, Brockton 26, Mass. 


of the industry. 

Co-chairmen for the event are John 
H. Hart, Wolverine Shoe and Tanning 
Rockford, Mich., and Larry J. 
Holland-Racine Co., Holland, 


Co., 
Geuder, 
Mich 
Panel to Discuss Vital Topics 
After 
of four experts representing 
facets of retailing will 
points of everyday practicality. 


dinner, on October 21, a pane! 
various 
discuss 
The 
topics will be selected by demand from 
sent out beforehand in 
on advertising, 
fronts, window 


shoe 


a questionnaire 
mer- 


dis- 


cluding subjects 


chandising, store 


| 


| 


plays, stock control, selling psychology 


and fashion coordination 

Co-chairmen for the dinner meeting 
and panel discussion are J. R. Dewitt 
and Harry Tarler, both prominent re- 
tailers in Chicago. These two men 
promise some aggressive, hard-hitting 
pointers which will be good sales topics 
for any independent’s business no mat- 
ter how thriving. 

Preceding the dinner, there will be a 
preview of the Independent Shoemen 
manufacturers’ and wholesalers’ lines. 
After dinner, the panelists themselves 
will each give a talk on his particular 
specialty. Then the meeting will be 
devoted to a question and answer 
period. 


and Schedule the 


Convention 


for 


Committees 


The schedule of events listed below 
was planned way back in the heat of 
July when the National Convention 
Committee met in Chicago. Instrumen 
tal for the of the second annual 
venture are Sullivan, president; 
Ben Finn, executive director of Inde- 
pendent Shoemen; Ray Shannon and 
Les Hafemeister, Weyenberg Shoe 
Mfg. Co.; John T. Hart, Wolverine 
Shoe and Tanning Co.; Larry Geuder, 
Holland-Racine Shoe Mfg. Co.; J. R. 
Dewitt, Chicago retailer; Worth Heff 
ner, Independent Shoemen consultant; 
Joseph Shenker, Shenker Displays. 

The actual program of events is as 
follows: 


uccess 


Sam 


October 21, 


meeting 


Chicago I. S. 

to which all 
independent Chicago and Greater 
Chicago retailers and their wives have 
Members and friends will 
gather in the Talley Ho room where 
Independent Shoemen manufacturers, 
wholesalers and allied contributors will 
have a sample showing of their lines. 
This will not be a selling show but will 
introduce Independent Shoe retailers 
to Independent Shoe manufacturers, 
wholesalers and distributors, and it will 
called the “Independent Shoe Re- 
sources Show.” 

Dinner will be served in a designated 
dining room. Four experts from vari 
ous segments of the shoe industry will 
discuss retailing. Each panelist 
will speak for fifteen minutes followed 
by questions from the floor. 
October 2, Tally 
Room, from 2:00-5:00 p.m. A 
performance, open to the general public 
of the “Independent Shoe Resources 
Show.” Refreshments will be served. 

Sunday, October 28, 11:00 a.m. Boule- 
vard Room, Annual Brunch Meeting 
at which Senator John J. Sparkman 
and Donald F. Grimes will speak. The 
Brunch Meeting will be followed by the 
annual election of officers and also the 
ss meeting, at which time 
the following year will 


Friday, 


re gional dinner 


been invited. 


be 


shoe 


H» 


repeal 


Saturday, 


regular busine 
the for 
be discussed. 

John E. 
the Albert 
waukee, has 
of the 


[TURN 


plans 


Dickinson, vice president of 
H. Weinbrenner Co, Mil- 
accepted the chairman- 
nominating committee, 
rO PAGE 66, PLEASE] 
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a 


“Let the shoemaker 
stick to his last’ 





The Weyenberg Pledge eae 
We will sell to you, not compete with you, 
We own no stores or leased departments in competi 
tion with your store, 
We are manufacturers not retailers. Our entire efforts 
, 
are bent to serve our retailing customers. 
We leave the job of shoe retailing in our customer's 


capable hands. 


We consider the inde ‘pe ndent retail shoe mer- 
chants to be the backbone ol the shoe business 

as indispensable as the shoes they sell. For more 
than fifty years we have enjoyed our associations 
with the retailers and — today — look forward 


to many more years of this pleasant association, 
vy - : 
W eyenberg Shoe Manufacturing Company 


Portage Shoe Manufacturing Company 


Milwauk ee, Wisconsin 


agic and Porto-Ped Air-Cushi 


Bes 


1955 
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Here are three of the debut numbers of 
SPORT LIFE shoes — a new, delightfully styled 
extension of the CHILD LIFE line for growing girls 
. made as well, priced to sell, and exclusively 
yours via a fully protected franchise. 


You'll find solid, 14-carat profits in 


$s) \ 
4” H, you can't make the Shoe Fain 
) Shawing at the * attend the regional shows 


in your area, call or write 


PALMER HOUSE 
Room 908W 
CHICAGO 

Oct. 23-27 


for the full facts — providing 
there is no CHILD LIFE dealer 
already in your community. 


\ 


HERBST Shoe Manufacturing Co. 


Milwaukee 45, Wisconsin 
New York Office — 557 Marbridge Bidg., New York 17, N. Y. 
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7 hid We Believe ‘ 

The greatest influence in the economy of juve- 
nile footwear in the past fifteen years has been the 
emergence of mass consumption. The yearly impact 
of millions of additional children has made possible 


It has 


also produced mass competition on a wholly new 


the unprecedented mass production of shoes. 


scale, and is now responsible for a new innovation 
called mass selling. It is still too early to say con- 
clusively whether this idea will succeed or fail. 

We're absolutely sure, however, that the dealer 
at the retail level is going to continue to SELL shoes, 
just as he always has — that personal salesmanship 
can and will meet the challenge raised by mass 
promotion media . . . be it magazine ads, mailing 
pieces, radio serials or TV pictures. 

And we believe that just as the dealer has the 
power to sell, so has he also the moral obligation to 
provide for his customers the lines that he knows 
professionally to represent the best value for the 
consumer's dollar. It’s by this yardstick that CHILD 
LIFE Shoes ask to be judged, for we sincerely carry 
the conviction that unless these shoes help the feet 
of America’s children, we have no place in the man- 


ufacturing field. 


na 


. 


HERBST Shoe Mfg. Company 
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AMERICA'S 
FAMOUS FAMILY OF 


“IRISH SETTER” 
+ ty BOOTS 


No. 695 Oxford 
For Work or Play 


; 
sem) 


I< 


f 


7 


f 


SHHRCERRLECEE RC 


G 
A 


No. 875 6 Incher 
Goodyear Moccasin 
Toe 


No. 877 

Beautiful Ore 
Russet Uppers 
With Soft Counters 


The Famous 


ry) Truly America's finest! The rich, soft oil 
tanned Oro Russet uppers will stay soft 

for the life of the boot. Nailless 
wearing construction—every Irish Seer 

style is built with the original Red Wing 
Sweat-Proof Insoles and Cushion Crepe Wedge 
Soles. Unmatched in beauty, une saeliedla amelie 
and comfort! That's why Red Wing's famous 
family of Irish Setter Boots, Shoes and Oxfords 
are fast becoming America’s most talked about 


longe r 


SEE THE 
IRISH SETTER 
FAMILY AT THE 


NATIONAL 
SHOE FAIR 


October 24, 25, 26, 27 
Room 757 
Palmer House, Chicago 


footwear 


IRISH SETTER ADS ARE SEEN BY OVER 
4,000,000 READERS EVERY MONTH IN 


| 
| 
| @ FIELD & STREAM 
.ENT 5 | @ OUTDOOR LIFE 
| © SPORTS AFIELD 
| © SPORTS ILLUSTRATED 


RED WING SHOE CO. 
RED WING, MINNESOTA 
TEXAS and SALT LAKE CITY, UTAH 


Mewek . 


Branches at DALLAS, 
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ARE STEADILY RISING, 
—for these 5 good reasons! 


1. Excellent fitting 
combination lasts 


2. Smart styling 


3. Overnight 
In-stock 
service 


4. Top 
quality 


5. And 
national 
advertising in 


THE MANS MAGAZINE 


Wing-tip Bal oxford, brown soft long-grain leather, 
right and left quarters, natural welt, white stitch on 


It and around heel seat, steel arch, full Outd Lif 
welt and around heel seat, steel arch, full grain ate, ut oor i e 


Pacifate twill lining, double leather sole, on our No 

Combination last. Also available in black. IN-STOCK 

to retail at $9.95. 
Shaw's steady sales increase and constantly growing 
list of retailers have made them the fastest growing line 
of men's shoes in the country! Shaw's unique combina- 
tion of high quality, moderate price, fine fitting 
combination lasts, smart styling and national advertis- 
ing in 4 leading men's magazines gives retailers a 
profit-packed promotion that just can't miss! Add to 
this Shaw's exclusive Trade Builder system of supplying 
you with OVERNIGHT service from over 50 Shaw dis- 
tributors in every section of the country — and you'll 
soon see why our retailers say Shaw shoes are likeg 
“money in the bank’'! 


M.T. SHAW, Inc., > Coldwater, Michigan 





I.S. to Stage hotel is Willard M, Rutzen. Reserva- 
: Z tions should note arriving date and 
Annual Convention time and expected departure. 
Registration desks for I. S. members 
and new members will be erected in 
which will select 15 directors to replace the downstairs lobby of the Sheraton. 
those whose term of office expires this Tickets are also available from the 
October. The committee will select four office of the Secretary, Independent 
retailers, five manufacturers, two Shoemen, P. O. Box 2005, Philadelphia 
wholesalers, three salesmen and one 3, Pa. The charge is $10. The Brunch 
allied products’ representative. It will is $4. Reservations for the Brunch 
also nominate a president, four vice are limited to the space available, so 
presidents, a secretary and a treasurer. advance registration is desirable. 


[CONTINUED FROM PAGE 62] 


Headquarters for the Independent 
Shoemen at their Second Annual Con 
vention will be the Sheraton Hotel, One year ago in Chicago at the 
Chicago. The general manager of the National Shoe Fair, Sam Sullivan of 


’55 Marks Second Year 
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Laredo, Texas, was elected president 
and a group of some 240 members were 
enlisted for the organization. On Feb- 
ruary 3, Mr. Sullivan announced from 
Laredo, that Benjamin L. Finn, of 
Philadelphia, had been appointed ex- 
ecutive secretary by the executive 
board. Mr. Finn consolidated his two 
shoe stores into one and turned over 
active management to one of his assis- 
tants, and since February has been 
devoting his full time to I. S. This 
last Summer he took a course at Yale 
University in Trade Association Man- 
agement. On the schedule were courses 
in committee organization procedure, 
sources of information and how to ob- 
tain it, legal problems, training and 
qualifications for trade association 
management, structure objectives and 
functions, office management, the 
origin, organization and development 
of trade organizations and general 
meetings and conventions. 

At present Independent Shoemen has 
on its roster by actual count over 900 
members. It has been one of the fast- 
est growing groups of its kind in the 
country. 

From the beginning, Independent 
Shoemen, known to its friends and 
members as I. S., has used the slogan, 
“Don’t commit shoe-icide . . . deal with 
an independent.” The group also listed 
a Declaration of Independents with 
seven big principles of carrying on 
business, such as the right to deal free- 
ly, with the customer exercising the 
only dictating right. 

Every person, firm or corporation 
engaged in the shoe business as an 
independent has been invited to join 
Independent Shoemen. According to 
I. S., you are an independent if you 
believe in and practice freedom of 
choice in buying or selling shoes and 
intend to stay in one segment of the 
shoe industry. This means, retail, 
wholesale, manufacturer, tanner, or 
allied supplier or salesman. The aim 
of Independent Shoemen is to include 
all qualifying segments ... to work 
toward the improvement of volume and 
profit for all. 

Annual membership dues are fixed 
by the Ways and Means Committee 
with approval of the Board of Direc 
tors. These are the only fixed charges. 
Members may avail themselves of the 
merchandising, advertising, consulting 
and other services at cost, charges to 
be determined when they develop. The 
membership application lists the dues 
charged according to the division the 
applicant belongs to. 


Miles Locates in Columbus 


CoLumBus, O.—Miles Shoes, operat 
ing more than 200 stores throughout 
the East in a factory-to-wearer organi 
zation, opened its first Miles Shoe Store 
here in the Great Eastern Shopping 
Mart. 

Dan Marks is manager and Robert 
Cross, assistant manager. 
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This year is a big one for Holland-Racine. Not only 
because so far it’s one of our best years volume-wise, but 
also because it’s our 60th anniversary. Three score years 


in the business, and still independent. 


That's saying something these days. Hardly a month goes 
by without news of another independent company selling out 
to the giants who gain just that much more control over 
the sales and merchandising practices of dealers 


handling their shoes 


If this pattern seems familiar to you, perhaps it’s because 

10 years ago Holland-Racine warned dealers to avoid being 
caught in it. We pointed out then that the dealer who cherished 
his independence and his opportunities for profit had a 


trustworthy friend in Holland-Racine 


Well, we're still saying it. When you're a Holland-Racine dealer 
you get help not competition from the factory. You get four 
nationally-known and preferred brands Doctor, Holland, McCoy, 

Racine — each unsurpassed in its class for comfort, looks, and wear, and 


each competitively priced. You get sales and merchandising aids such 





as newspaper ad mats, envelope stuffers, wall and window posters 





And remember this: there is no company-owned or company-dominated 


store near you to cut into your business. Holland-Racine 








doesn't do business that way. 








During our next 60 years we'd like to share our Independence with 


DOCTOR every shoe retailer who likes the idea of being his own man entitled to 


his own business, If that’s you, let us know today. Call, wire, or write. 

















RACINE 











pe 


HOLLAND 











% thie 


HOLLAND-RACINE SHOES, INC. 


HOLLAND » MICHIGAN Showing at National Shoe Fair 


Room 762, Palmer House 


‘October |, 1955 
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for 


eadership 


in Dance Footwear 


manufacturer and distributor” 


HANDMADE 
HAND-LASTED 


@ Finest quality at lowest 
prices — the value stand- 
ard of the industry. 


IMMEDIATE 24-hour, In- 
Stock service always. 


Prima is the COMPLETE 
dance footwear line—one 
source for all your needs. 


Endorsed by studios, 
teachers and students 
everywhere. 


While for 
FREE 


IN-STOCK CATALOG 


Today! 


PRIMA Footwear, Ine. 
705 Ann Street, Columbus 6, Ohio 


St. Louis Store Opens 
Suburban Branch 


[CONTINUED FROM PAGE 51] 
is planted with flowering quince and 
barberry shrubs. 

Interesting and exciting as the 
store’s exterior is, the surprise touches 
continue within the store. For example, 
colorful sculptured = circus wagons 
which as permanent display 
merchandise and six 
plastic murals installed at both sides 
of the electric stairways. The theme 
of each delicately colored, translucent 
taken from the department 
faces. Those on the Fashion 


serve 
for toy 


CASES 


mural is 
which it 


68 


Floor, Third, for instance, introduce 
figures in turn-of-the-century fashions 
while the one on the First Floor re- 
flects historical St. Louis. 

In the Children’s Department, tal 
ented artists created special carousel 
and balloon basket displays. Made of 
wrought iron and plastic, each display 
is large enough to incorporate the use 
of child mannequins into the units. In 
one corner of this fairyland depart 
ment, one finds the first of the store’s 
shoe departments, marked, as are all 
store departments, with a fanciful 
mural to give shoppers directional 
help: a comic lion and tiger, wearing 
shoes, is led by a little boy and a little 
girl. Beneath this large mural are 


—\ndepandem Shee ten — 


twelve miniature framed displays spac- 
ed along the department’s three honey- 
colored walls. Each of these features 
three-dimensional nursery-rhyme char- 
acters in realistic against a 
plush fabric background. A pair of 
metalized shoes hangs from a peg in 
each of the black wire frames 

Pink and yellow tones 
in the decor of this 
appearing alternately 
leather 
The two 
sided department 


costumes 


y ate 
department, the 
in the 
the 32 
the three 
with wire 
stuffed 


othe ! 


predom 


colors 
pebble seat cover of 
corners of 
are filled 
holding 
eating bananas, 
birds of 


display 


cnairs 


two 

the 
plumage. 
witn 


mannequin 


caves, one cage 
monkeys 
stuffed 

4 center fixture, 
space adequate for a child 
and 


typical of new 


two colorful 


top 


ensemble co 
shoe dis 


tne 


to illustrate shoe 
0 dination, 1 
play fixtures also to be seen in 
shoe department 
forms, at 
lifted 
vhich 


eieased 


with 


and women’s 


fixtures 


men’ 
7 atee 
tached to a 
the display 
Into position 
holds a 
and 
up 


boast hoe 


rod which can be 


ip from case and 
fall back 
Each form 


style 


when 1 
marked 
Thus, a shoe 


shoe 
number price. 


can be picked and examined but 
automatically goes back to its original 
display position when a customer re 
leases the shoe. 

The department, with a stock room 
5,000 pair 
features such brands as Stride-Rite, 
Dress-Ups by Alexis, Miss Grown-Up, 
Honeybugs, Prima Ballerina, Trimfoot, 
toblee, Keds, Terrys, Acme Cowboy 
Boots, U. S. Rubber Boots and Official 
Boy and Girl Scout shoes. It is 
managed by Miss Evelyne Farber, 
formerly of Weber Shoe Company, 
under the supervision of Harry Voss, 
Mr. Voss, formerly assistant buyer of 
women’s shoes at the downtown 
directs all the store’s shoe departments 

On the Third Floor, immediately ad- 
jacent to the Couturier Salon with its 
beautiful ceiling high mural of Paris, 
photographed expressly for Westroads, 
finds the women’s shoe salon. A 
particularly dramatic feature of the 
designer unit (featuring I Miller, 
Evins and Mr. Stanley footwear) is a 
long planter box, veneered in stone 
and artfully arranged with driftwood 
branches and exotic greenery. Ladder 
like poles, embedded in this unit, are 
secured with glass shelving to provide 


to house approximately 


store, 


one 


unusual display of footwear 
This designer unit features long 
sofas and chairs of contemporary de 
sign, all upholstered in an unusual rust 
black mixed fabric with a sleek 
Italian look. Occasional tables hold 
unique wood-based lamps, carved to 
resemble the trunks of trees. Japanese 
grass cloth of a pale green hue finishes 
the department’s remaining wall which 
is marked by two shadow-box display 


an 


and 


cases. 

A panel of walnut wood divides the 
designer salon from the remainder of 
the shoe unit, the whole united by wall- 
to-wall carpeting in a salt and pepper 
gray design. Here located row 
upon row of cane-backed fitting chairs 

[TURN TO PAGE 70, PLEASE] 
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COMPETITION 
is healthy 


—when there’s a free and open market 
with sufficient elbow room for 
manufacturer and retailer to maneuver. 
The policy at J. P. Smith Shoe Company, 
manufacturer of British Walkers, 

Hanan, and Smith Synchro-Flex Shoes 
for men and women, is AID— NOT TRADE 


We back this up with a powerful, 
pre-selling national advertising 
schedule and a comprehensive 
dealer sales-aid program. Many 
successful years in shoe business attest to 
the correctness of our thinking. 


J. P. SMITH SHOE co. 


Chicago 22, illinois 


Advertising to millions in TIME ¢ FORTUNE e U.S. NEWS & WORLD 
REPORT ¢ SPORTS ILLUSTRATED « EBONY « HARPER'S BAZAAR 


Crafting luxurious footwear for discriminating stores 
and clientele is our sole occupation. 





EXTRA 
SALES 


OAM EXTRA 


the shoe with the magic cushion PROFITS 


WOMEN'S MAKE-UP & IN-STOCK 


$395 


/ 





RETAILING 
AT $995 


Catalogue on Request 


P. HAGERTY SHOE CO., Washington C. H., 0. 





KEEP ABREAST OF YOUR 
MANUFACTURER'S ADVERTISING 
and Merchandising Plans 
... IN THIS ISSUE 
.. . And in EVERY Issue of 
BOOT AND SHOE RECORDER 


WATCH FOR IT! 














__tadagoudann Sue llaa_(./9) —tadapandaue Shao Wan (1/9) dudayandaut Sux ban — 
? 


















M 
weMBe a. 


the world *, 18 : looking at 


bie LOLLLLnLis 


BE SURE YOU LOOK AT THEM IN CHICAGO 
OR AT YOUR REGIONAL SHOW 


COBBLERS, INC « 1212 Stanford Avenue « Los Angeles 21, Calif 








Step Up Sales AND Profits 


STRAIT-STEP2 


Q f waannee Y 
\— 


() 1) THE GREATEST IMPROVEMENT 
IN FIRST-WALKING SHOES 


* VOLUME PRICED 







2 








* MINIMUM STOCK * QUALITY MADE 


* FAST TURNOVER * wioTnHs B.C. 0. 


* EASY TO SELL 







* EASY TO FIT * FULL MARK-UP * SIZES 210 6 


* NEVER A MARK-DOWN * ONE STYLE ONE COLOR 








SOON TO REACH YOUR MARKET 
with the biggest TV advertising 
campaign ever used on one shoe— 
COAST-TO-COAST. 












SOME FRANCHISES NOW 
OPEN TO A SELECTED 
GROUP OF DEALERS 


"Be Sure Ther Gino Slops ate Shratght Sloy4) ” 


Distributed exclusively by 


W. L. KREIDER’S SONS MFG. CO., INC., PALMYRA, PA. 


the Juvenile Shoes of Quality 






Makers of “Rugeies” and "Poot-Traits” 
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Mr. 
YOU wuilt 


Retailer... 
these factories! 


And because you have supported them so faithfully with 


your ever increasing volume of orders, their output is 


dedicated to your service. We are pledged to be your loyal 


supplier at all times, and never your competitor. 


LEVERENZ SHOE 


SHEBOYGAN, 


St. Louis Store Opens 
Suburban Branch 


[CONTINUED FROM PAGE 68] 


97 to be exact. One grouping of 
backs to a wood-paneled wal! 
featuring four shadow for the 
display of casual types of footwear 
Degas, Risque, Joyce, Oomphies, 
Hill & Dale, Sandlers, Debs and Spald- 
ing. Other chairs are grouped near 
floor display units and other display 
featuring Mademoiselle, Geller, 
Rhythm Step, Barbara Lee, Air Step 
and Fiancees. 
At the rear of the department and 
accessible to both divisions of the shoe 


chairs 
boxes 


boxes 


70 


COMPANY 
WISCONSIN 


the Designer Handbag 
counter where styles for specific shoe 
coordination are available. The entire 
unit is under the managership of Ted 
Flax, under Mr. Voss’ supervision, too. 
Slippers, though featured in this de- 
partment, also deserve a bar of their 
own. This located just off the 
lingerie department on the first floor. 

The final shoe unit, which is for men, 
with hats, and is a 
part of the Men’s Furnishings Depart- 
ment on the first floor. The entire back 
of the three-walled depart- 
ment is devoted to a pegboard display 
of men’s hats. Flanking the two 
maining walls wooden planters 


1s 


department 


is 


shares its corner 


expanse 


re- 
are 
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with sections to hold metal shoe display 
stands. 

Arranged along the planters, as well 
as through the unit’s center area, are 
imported Danish chairs with roped 
seats. At the open entrance stands still 
another of the self-selection display 
units already described. Here are 
shown representative styles from the 
department’s branded lines Stetson, 
Wright Arch Ped- 
win, U. S. and 
Daniel Green slippers. The unit has a 
stockroom for approximately 3,000 
pairs and is managed by Leo LaBarge. 

Off Westwinds one of the 
Westroad Center’s two auxiliary build- 
ings is located the Baker’s QualiCraft 
Shoe Store to be opened shortly by 
Edison Brothers Stores, Inc. Encom 
passing 5,200 feet, this store 
has a 48-foot frontage and 
will provide parade 
of shoes for Court 

A relaxed, contemporary atmosphere 
i being achieved for the interior 
through the installation of low couches 
and comfortable chairs, as well as 
unusual lighting and a striking serpen- 
tine wall. Merchandise will include 
fashionable dress a wide assort- 
ment of casual and school shoes and a 
complete handbag and hosiery depart- 
ment. 


Preserver, Roblee, 


Keds, L. B. Evans 


Court, in 


square 
window 
an ever-changing 


’ - 
strollers on the 


shoes, 


What's Wrong 
With Shoe Selling? 


[CONTINUED FROM PAGE 57] 
in, even as an extra, would take away 
the shoe selling jobs they needed so 
badly to care for their families. This 
same thing happens to people at man- 
agement level. You may not be aware 
of it but actually there are those who 
are afraid to let an assistant buyer 
or even a sales person become 
good, for in the subconscious mind they 
view this person as a threat to the 
security of their own jobs. They are 
afraid to share completely the know- 
ledge they for fear another 
will rise to their level and take their 
jobs from them. Actually, all these 
people are doing is selling themselves 
and their business short, for they are 
not reaching the potentials of thei: 
ability or their business. Just as there 
is always an opening today for a good 
shoe salesman are there openings 
for good shoe buyers o1 mana- 
gers. 

Now let us assume that you institute 
a fifteen minute meeting each 
Perhaps by taking single shoes 
from each new shipment of goods and 
telling your the selling 
merits for each new shoe, you have, as 
a result, increased your volume two 
hundred dollars a week. You would 
end the year with a plus of a little 
over ten thousand dollars. And that 
plus business would bring many re 
turns, a lower selling faster 
turnover, lower markdowns ad 
ditional profit. 

So don’t ever be afraid 

[TURN TO PAGE 79 
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possess 
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stor e 
sales 
week. 


salespeople 


cost, a 


and 
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PLEASE | 
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PALMER HOUSE 


ROOM 
716-717 











Don't miss this room! 


It will be one of the most exciiing places at the National You'll see Gerwinettes in a wide range of lov 


Shoe Fair in Chicago, October 23, 24 and 25 olors and styles. Patent, Calf, and Leather 
t will be one of the most profitable places for you to Children's, Growing Girls’ and Misses’ sizes 


visit because here you'll see the beautiful new Spring 
: Incidentally 
Gerwinettes 


dro} us a line 


Every style is packed with sales-appeal, priced just to send you our new 
right for extra profits to you. Gerwinettes look like a mil Gerwinette Catalos 
lion, wear like iron. Scientifically designed for growing — 

Fptnoe 
girls’ feet, Sibicca process and soft flexible oak soles. Their (3 =™ 6 
) cnt 


eek 
exclusive styling makes them irresistible to your customers 


THE SCHAWE-GERWIN CO. ¢ CINCINNATI, OHIO ¢ MAIN 1-4986 
NEW YORK OFFICE ¢ MARBRIDGE BLDG. e WISCONSIN 7-4629 
October |, 1955 





_— ntlependent Swe tian.) _lndepeadent Shoe iden (3) —sisdayaadaun Shee Ueo — 


Harry the Horse 


Sez ! 


“It’s just good horse sense to consider the line that 
offers the best all-around deal for you. Look at these 
important advantages of Wolverine Townline Shoes 


for men.” 


FULL MARK-UP AND MORE / 
Priced to give you mark-up from $8.95 to $12.95 — 
Many dealers find Wolverine Townline Shoes com- 


xetitive at 43% to 45% mark-up. 
C C 


EXCLUSIVE WOLVERINE triple-tanned Shell Cor- 
dovan Horsehide Soles give you a fast-closing sales 
story. When you're through selling fit, style and com- 


fort, here’s a bonus feature to clinch the sale. 





MEMBE,, WOLVERINE’S PLEDGE TO 
-@ INDEPENDENT SHOEMEN 


4 ag “We will not compete with our 
« customers nor do we ever intend 
to!” 


Here are just two of the 
complete Townline selection 
that you can sell with con- 


fidence and profit. 


Low cut with a youthful flair 

neat styling for nearly 
every type of wear. Hard 
composition heels. Nuclear 
composition soles. Made to 
sell for $8.95. 


A new style sensation with 
exclusive Wolverine  Seri- 
Graphed Pigskin uppers. 
They're “breathable,” wash 
able and highly “sell-able.” 
Blue on grey with Cavalier 
Grey Plug. Made to sell for 
$12.95. 


Town line shoes for rm£ers 


See our display in Room 676 Palmer House at the National Shoe Fair 


WOLVERINE SHOE & TANNING CORP., Rockford, Michigan 
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with Fine Children’s Shoes 


for 74 years 


Nearly three-quarters of a century of working 
for and with Independent Shoemen throughout 
the Nation has earned for Curtis Stephens 
Embry Co. a firm and healthy relationship with 
the I.S membership With this relationship has 
cOMeC a strony SCTLS¢ of rc sponsibility a fe 
sponsibility to continue to offer quality produ ts 
and aid the Shoemen in every way possible to 


serve their customers well 


Part of this aid is our fast and flexible 7 

service. Now that the back-to-school rush has 
created empty spaces on your shelves, it's ume 
to build your basic Stor k bac k tO normal Mail un 
your size-up order today. Our in-stock department 


will rush the needed fill-in sizes at once 


Remember, shoes on your shelves when you 


need them make extra sales for you. Act now 


Immediate delivery from Stock 


Terms 5',—30 days f.o.b., Reading, Pa 


FINE QUALITY CHILDREN’S SHOES SINCE 1882 


Curtis Stephens Embry Co.,Inc. 


Reading, Pennsylvania 


SAMPLES IN: 
Room til 
street New 


Bldg 





BETTER than ever! 


NEW STYLING MAKES Xu Dace 


\ BIGGER Fasuion HIT 
THAN EVER! 


Lucky’s new FOLD-A-WAY style makes Rain 
Dears easier than ever to slip on and tie. 
The smooth sleek lines give this modern 
design rainboot an air of smart 

distinction which fashion-wise 


; women will appreciate, and 
buy and buy, 

eri, c 
—— BIGGER THAN EVER! 


= HL’, UNIVERSAL FIT ... for all types of shoes 


aa 


— THAN EVER ADVERTISING 


LIFE November SEVENTEEN November 
LIFE November MODERN SCREEN __November 
McCALLS November 

GOOD HOUSEKEEPING November LIFE _December 
VOGUE November LIFE December 
LADIES HOME JOURNAL November LADIES HOME JOURNAL December 
CHARM __November CORONET December 
PHOTOPLAY November WOMAN’S HOME COMPANION December 
TRUE STORY November GOOD HOUSEKEEPING December 
WOMAN'S DAY ____ November McCALLS..__ December 
MADEMOISELLE November i December 


MAIN OFFICE 


LUCKY SALES CO., INC. | %1g,THIRD srnerr 
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NEW Kun Littied (by LUCKY) 


FASHION FIT 
for high and 
Cuban heels 


PROGRAM! 


30 BIG aps: 
J 
ol UPinyg 


WOMAN'S DAY December 
MADEMOISELLE December 
SEVENTEEN December 
CHARM December 
TRUE STORY ey 
PHOTOPLAY January 
WOMAN'S HOME COMPANION — January 
GOOD HOUSEKEEPING January 
MODERN SCREEN January 


BRANCH OFFICES 
NEW YORK 47 W. 34th STREET 
ole \cle wn Mk ed 1) a 
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SUPER-SAFE TREAD 


MAKES 4c Dead 
MORE DEPENDABLE 
THAN EVER! 


Deeper! Sharper! More Rugged! 


No other type tread on any other type of rain- 
boot does the job of Kun Dear 


This famous tread actually outwears the tread 
of heavy rubber boots! Rain Dears are 100% 
fully molded, with no seams to come apart. 
Millions of women know they can rely on 

/ for safety, for long wear, 
for smartness. 


MAY Ron Dune 6 ow nl 


ane ae 





cal 





A BRAND NEW FACTORY 
in NEW YORK for BETTER 
than EVER SERVICE! 


Rain Dears have become the world’s largest selling 
plastic rainboots because of Lucky’s constant pol- 
icy of progressive improvement. As customer de- 
mand for Rain Dears has grown greater and greater 
with each succeeding year, we have been forced 
to enlarge and improve our production facilities, 
and this brand new factory has been opened to 
give you the kind of product and service you have 


come to expect of Lucky. 





A TRIMFOOT EXCLUSIVE 


Amazing New Magnesium Arch 
is Lighter, More Flexible! 


The Magic Metal from the Sea 


Stronger than steel, pound 
for pound... Will not break, 
tarnish, or corrode! 


(Patent Pending) 


MAGNESIUM ARCH 


rrimfoot’s new Spring Stride 

magnesium arch combines extra strength 
with flexibility in the lightest weight 
metal support ever placed on the market! 
Weighs Less Than Six Ounces! 

Be the first in your trade area to feature 
and promote Spring Stride. Your 
customers will appreciate the comfort 
and the price! You will like the 50% 
mark-up and incentive program this 
year ‘round extra provides. 

Retails for only $5.50! Send for sample 
and complete details today! 


¥ 


A 


( 
; he j 
Se , 


FOOT 


Style Merchandising 


[CONTINUED FROM PAGE 53] 


results on clearance sales over a period 
found that in the long 
run, the cash realized has strengthened 
his open-to-buy 
twenty per cent 

These same retailers urge that clear 
sales as such, be restricted to 
twice a year, July and January. They 
urge that they then be limited to two 
or three weeks duration and _ then 
wiped off the books. This does not 
preclude occasional spotted reductions 


of years has 


reserve as much as 


ance 
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TRIMFOOT 1250 


Polished Magnesium 

Full-grain leather tops. 

Truss-type reinforcement 

Slotted for flexing ease. 

Interchangeable... 
conforms to any 
type shoe 


RELIEF ACCESSORIES 


APPLIANCE DIVISION - TRIMFOOT COMPANY + FARMINGTON, MISSOURI 


on slow 
times. 

of new 
reduced 


moving merchandise at other 
Here again, cash for purchase 
shoes is a desirable factor. But 
should always be 
seasonal 
more important 


price sales 
merchandise, 


than 


secondary to 
should 
new styles. 

Again, it is 
retailer to information 
that mail hold 
clearance sales on shoes. Many of these 
follow the regular seasonal pattern, 
but even major sources such as these 
do not hang onto merchandise. 

Many retailers today are proud of 
the fact that they have practically no 


never be 
well for the smaller 
for his 


houses 


note 


order also 


their shelves that {fs 
over a year old. In fact there is a 
minimum of shoes over six months old. 
Even the middle of the road stores are 
leery of continuing to carry anything 
but a minimum of shoes as much as 18 
months old. 

The manufacturer is an 
link in this changing open-to-buy 
policy. The situation is not any 
for him than it is for the retailer. For 
for a rather complete adjust 
production schedules. 


merchandise on 


important 
easier 


it calls 
ment of 

However, practically all manufac 
have already made, or are mak- 
radical changes in their in-stock 
They are having to project 
planning and thinking in 
directions as the 
There is a sharper division 
shoes made for specific orders 
those for in-stock departments. It was 
few years ago that the 
both as to style and color, were 
stock. Everything else was 


turers 
ing, 
programs. 
their style 
the same retailer. 
between 
and 
but a only 
taples, 
available in 
on make-up. 
put a good per 
what they the 
styles into their in-stock 
the houses 


Now, manufacturers 
centage of expect to be 
best accepted 
Even some of 
known for their extremely fast styles 

doing so. They do this just as 
they receive some indication of 
A few years 
had flats in 


increases each 


department 


are 
s00n as 
trends in advance order 
handful of 
Now the number 

Several firms have 
departments 


ago a houses 
stock 
recently 

within 


season 
special 
stock division 
heels 

authorities are 
tide of 
transition 


will 


created 


their in for style shoes 


on medium 

Many 
that the 
ness i till in 
that it 
yme, if 


frank to admit 
the style busi- 
But they 


turn 


rising 
see 

back for 
There fore 
expansion of 
rhis 


maintained only if 


no prospect 


ome time to ¢ ever. 
they 


in-stock 


foresee increasing 
program 
can be the 
trade generally takes advantage of it 

A shift 
begin right 
can be done 
styles which 
consistently. These figures 
checked with the number of 
stock. There should be careful records 
kept of how many times each style is 
re-ordered. These figures can be a 
guide when it comes to placing com 
for next They should 
provide a means of estimating how 
many styles caught on, when they 
caught on, and in what quantities. The 
themselves may vary from sea 
but the buying trends 


departments. 
retail 
methods can 
retailer. It 
careful check of 
rapidly and 
can be 
shoes in 


in open-to buy 
now for 
with a 
are moving 


any 


mitments season 


styles 
son to 
will not. 

Some of this may 
the retailer who is maintaining 
position and has already switched his 
open-to-buy position. But it can also 
serve as a reminder to watch his sales 
closely, not just by units and amounts, 
but by styles. That means patterns, 
colors, and materials. As soon as he 
trend indicated he should go 
out and buy replacements from in-stock 
departments. By doing this, he is fol- 
lowing the wishes of his customers 


season, 


obvious to 
his 


seem 


sees a 
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HEELS MAKE TOP 
MIAMI NEWS 


THE Greater Miami area has never 
been considered a high style market 
for Fall shoes 


in the 


There is some activity 
buying of shoes that will be 
worn with a new outfit that marks the 
turn of the season, but there is not 
the heavy emphasis on Fall shoes that 
one finds in northern centers. There 
considerable 
“back-to-college”’ 


stay-at-homes or 


has been activity in 
buying and now the 
natives are waiting 


to see what shoe men are going to 


produce in their resort shoe offerings, 
which will begin after the New Year. 

Lizards and been 
popular for early Fall buying. Rep- 
tiles of all kinds have 


picture. 


alligators have 


been in the 
a right finish to 
and are available 


They give 
almost any costume, 
in a variety of the new wanted colors, 
and in many styles--pumps, sandals 
or ankle straps. 

The new 
ideal for 


Calfskin is also important. 
makes calfskin 


many occasions, and the 


detailing 
dazzling 
shine which can be had is as accep- 
table as a bright patent. 
tinues to be 


Suede con- 
active, especially in the 


soft brown shades which are liked 
for Fall wear. 
Heels are the 


Fall shoes here in Miami, and they 
run from the tiny 


important news in 
easy-going heels to 
the extremely high “spikes.” Many 
of the featuring the new 
heels—-particularly the little easy go- 
ing ones——-in their 


shops are 


advertising copy. 
Some of the heels carry a decorative 
motif. This is a hold-over from last 
season's high style numbers. 

Selby’s has introduced a “cut glass” 
attracted 


heel Is deeply 


crystal clear shoe that has 
attention. The 
etched to 
glass; the 


much 
resemble a piece of cut 
Other 
shoes of different 
styles, and it may be the 


vamp is of vinylite 
shops have vinylite 
forerunne 
of a resort highlight. Jack Schaefer 
of Lincoln Road, Miami Beach, calls 
attention to a real fairy tale 
he is 


slipper 
worn with anything. of clear 
with a clear plastic vamp. 
For the answer to fashion’s demand 
for a shoe that is both open and 
Richard’s is 


line in many colors. The best num 


closed, offering a fine 
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showing, so neutral it can be 


luc ite 


iew 


y detail Trade 


bers are from the Red Cross line 
which they carry. 

There is a new scoop wedgie that 
is attracting buyers. This is a semi 
dress shoe, comes in many color com 
binations, and with the new airfoam 
cushioned soles, it looks as though it 
will be popular right through the sea 
son. 

When Selby’s introduced the Little 
Yankee shoes for boys and girls, they 
ran teasers of a young Yankee Doodle 
Dandy in the newspapers calling at 
tention to their .half-page ad which 
would soon appear. The teasers did 
the trick and created plenty of inter 
est, particularly among the small fry 

Some shops are venturing to show 
prints and novelties, particularly Per- 
sian prints. It is too early to know 
whether these will become popular 
but the models already on display are 
quite interesting. 
Casual footwear, particularly sand 
als, continue to be big selling items 
All colors and styles are moving, and 
while the soft pastel shades have been 
through the 


seems to be a tendency now toward 


good Summer, there 


deeper tones-—-more of the Mexican 


colors. 


(ue Mayo 


At 80TH THe Camas oF 
ane GENTLY STORES 


NE 
printed 


leathers... 


Interest in the new printed leathers 

provides readily adaptable promotion 

material. Gus Mayer, New Orleans, 
makes effective use of it. 


AGGRESSIVE PROMOTION 
INDICATED IN DETROIT 


shaking 


nightmare of recession antics 


Lo AL. shoe business is just 
off the 
pated from the now-averted Chrysler 
and American Motors strikes, and re 


remain uncertain. Confidence 


actions 
given to retail trade earlier by the 
with Ford and Gen 


not been sufhcient to 


major settlements 
eral Motors has 
cause a real upturn-—-yet 
effect to be 


Retailers 
expect the primarily a 
long-range one 

For the first eight 
year, volume has been running very 
slightly ahead of last year at prince) 
pal hoe outlets \ 


months of the 


figure of seven 
appears to be the typical 


to be 


per cent 


average. This appears fairly 


between de partments alt 
Incidentally 


well-seattered neighborhood stores in 


wide spre ad 


this time reports from 


dicate a similar 
The outlook of shoe 
the Fall season i 


Back to school business has 


percentage 

retailers for 
broadly optimisti 
been gen 


erally ahead of last year, above the 


eight month average and in gratily 


ing contrast to the serious drop which 


r 


occurred in August as a result of a 


protracted hot spell. Earlier record 
heat conditions in July did not hurt 
too much, but their continuation to 
the end of Aug 


merchants 


ust provided a erious 


problem for Schooltime 


ind Fall 


tart as a result, with good September 


hopping were off to a late 
business anticipated 

Karly Fall promotion by shoe re 
ivailable in 


forthcoming plans indi 


tailers and information 
advance on 
merchandising 


cate more aggressive 


than in the recent past. Emphasis ap 
placed a little 


including both style and 


pears to be more on 


hoe appeal 
fitting qualities, rather than primarily 
upon price 

children 


Starting September | 


department reported a very ubstan 


tial pickup in ale anticipating i 


weekend boom by mid-month. Down 


town stores are finding a concentra 


chool-age shopping on Sat 


r 


tion ol 
urdays 

In the popular priced women hoe 
field, blacks 
iles leaders, with comparatively lit 


tle interest in the off shades. This wa 


ind brown were the 


i trend that carried over toward the 


lowe! priced fashion hho field 





Review 
VA WRetail Trade 


Leather was dominant in the 


both black 


suede was reported 


well 
field, in 
black 


very 


and brown, but 


following 
satisfactorily. 

Green tones were reported in fair 
demand, particularly avocado, but no 


other important color preferences 


were noted. 


In sports shoes, volume was run 


ning comparatively high, with em 


phasis upon utilitarian rather than 


For the younger trade, 
saddle 


brown 


dressy types 


this meant loafers, and two- 


black 


and white 


tones and white, or 


ATLANTA WOMEN 
FAVOR DRESSY SHOES 


A THOUGH flats and lower heels 
publicized, dressy 
black 


preference for 


have been widely 


shoes, particularly in suede, 
looked like an 
customers in the late Summer-early 
Fall buying in Atlanta. 

Much of the pre-seasonal business 


early 


comes from the college crowd ready- 


ing their wardrobes for school, and 
these 
pressing enthusiasm over the wide va- 


flats, a 


customers, generally, are ex- 


riety of types and styles in 
general youth favorite. 


Clyde of: 5. FF. 


Lawson, manager 


Allen’s shoe department says, “Sport 
rust alligators and black suede, both 
in high heeled pumps, are our best 
early season sellers. Brown is begin- 
There is a definite 
shoe. At the 
August, a good three or four 


ning to come in. 


prelerence for a dressy 
end of 
to one preference.” 

Edward Eskew, a buyer for Davi- 
says, “Matted calf and 
plain pumps in the high heeled styles 
Black 


In flats, our 


pumps 


are selling well. suede open 
best 


priced at 


shoes are moving 


seller is a pigskin pump 
$7.95. Suede loafers seem to be doing 
well at the beginning of the season.” 

Mrs. Nell Boland, of Thompson- 
Boland-Lee, Atlanta’s 


store, reptiles in 


largest shoe 


says and 


suede in black are the best early sea- 


brown 
son sellers. There is an ever-increas- 


ing demand, noticeable for several 
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SARS 
FIFTH AVENUE 


Almost any of the new leathers is 
worth advertising. Saks Fifth Avenue, 


Beverly Hills, picks unlustered calf. 


seasons, for the flat and casual type 
shoe. But generally these are being 


bought for wear with casual dress. 


High and medium heels are still the 
main sellers for formal 


more wear, 


Gunmetal is a good early season 
seller 

Glick, 
department, is finding black outstand- 
best 
accounted for, Mr. 
Atlanta 


more accepting 


Harry of Regenstein’s Shoe 


seller. 
Glick 


women 


ing as his early 
Probably 
by the fact that 


and 


season 


says, 
are more suede 
as an all-season material. 

All stores say women are expressing 
enthusiasm over the variety of shoes to 


heel. 


heel 


be found in the medium type 


Dressier shoes in the medium 
class are finding customers waiting 
everywhere, expressing delight at the 
more stylized shoes in this height heel. 

The outlook for Fall business is very 


good 
” . * 


RETAIL SALES UP 
IN CHICAGO 


THe step-up in the variety of colors 
and materials sold has added consider- 
able life and interest to Fall shoe sell 
ing which is now at its peak in the 
Chicago area. Typical Fall weather 
has helped spur business, which is re- 


Many 


running 


most satisfactory. 
that 


normal, 


garded as 


stores sales are 


report 


well ahead of and in most 
quarters are ahead of last year. 
Although first shoes sold were sta 
ples with just a wide scattering of col- 
ors and high style types, some trends 
are now emerging. Brown has been 
accelerating, and in some fashion and 
salon stores, is equal to and in a few 
This is 


explained as due to the fact that al- 


cases slightly ahead of black. 


though most women may have a fairly 
good supply of black shoes in their 
wardrobe, their selection of brown is 
limited. Extensive coordinated promo- 
shades of brown have 
Although first sales 


lighter 


tions in all 
helped spur sales 
showed preference for the 
shades, dark versions are now taking 
over, Chocolate and walnut brown hues 
have shown particular activity. 

There has also been good activity in 
other colors, especially several ver- 
sions of gray, green (including ava- 
Navy blue, 


now classed as a staple, equals sales 


cado), and red which is 
of brown and black in some middle 
of the 


a number of 


road stores. There have been 


special color promo- 
tions, including Italian cranberry by 


Marshall Field & Co. A rich red, it 


is promoted in ready-to-wear and ac- 








cessories including a wide selection 
of shoe patterns for both adults and 
children. 
More calf 
been noted in early selling this year. 
This 


partially to the acceptance by women 


than suede shoes have 


demand is believed to be due 
of the luster, antiqued, and other spe- 
cial finishes on calf shoes. Some liz- 
ards and other reptiles have sold in 
Vinylite 
which was active all Summer has con- 
and 


dressy shoes. Joseph Salon Shoes has 


brown and bright colors. 


tinued in high fashion, cocktail 
been featuring Tortoise Shell, a spe- 


cial decorative treatment of vinylite. 
he silhouette trend 


ward the closed-up shoe, although a 


continues to- 


surprising number of open back and 
sold. How- 


over-all 


open toe patterns have 
remains the 


TO PAGE 80, PLEASE | 


ever, the pump 


[ TURN 
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What's Wrong 
With Shoe Selling? 


[CONTINUED FROM PAGE 70] 

at your job, no one can take it away 
from you, for you are always one step 
ahead. And when you are really good, 
management is not likely to replace 
you, for you are valuable property 

In laying out a program for 
instruction, go back through the years 
and try to recapture the things that 
confused and terrified you when you 
were a beginner in the business. And 
don’t try to tell me that nothing did 
for I’ve been around too long. I’ve 
seen the owner’s confused, I’ve 
seen salesmen out on their first trips, 
and I’ve seen buyers in the market 
for the first time. And I’ve also been 
there myself, as a sales person, as an 
assistant buyer and a full buyer. A 
a buyer I’ve had seasons when I didn’t 
know where I was going, and seasons 
when I couldn’t figure out where I'd 
been. 

So think back and be honest. Was it 
department layout that befuddled you, 
was it learning to read on the 
boxes, or was it learning stock num 
bers? Or was it the right customer 
approach, the use of the fitting device 
or trying to sale in the face 
of sales resistance on the part of the 
customer? 

The room period should be 
devoted to the things that are of im- 
portance but are difficult to include in 
a written paper. 

We are assuming that you did write 
a training paper which you have avail 
able to put into the hands of each new 
trainee. Now I know some of you, par- 
ticularly small volume operators, have 
said to yourselves, “I do not need a 
paper for I do not have more than one 
person at a time.” So what! If I had 
only one opening and had a response, 
I would take three people on a part 
time basis, train all three of them, 
giving each one equal opportunities, 
and at the end of a stipulated time | 
would select the best of the three. And 
my competitors could have the other 
two. The best one would pay back the 
cost involved in training the other 
two who were not the best. 

When you start class work, the first 
thing to determine is who reads the 
training paper. This can be done by 
asking pertinent questions based 
the text of the paper. 

Where you then start with additional 
information depends largely upon your 
type of operation. For example, if you 
do mostly a table operation I suggest 
you start new people with these five 
helps. 

Number 


read 


] 
Cciass 


son 


sizes 


close a 


class 


or 


one: teach them how to 
sizing, starting with the 
simplest and working up to any that 
are in complicated coding. The second 
to if a children’s opera- 
tion, is what I cal! average shoe size 
to average age of the locality. The 
word locality must be included because 
there is a lack of uniformity in sec- 
tions of the country. Where I live we 


shoe 


point stress, 
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grow them husky. The average year-old 
wears a size four, a two-year-old a 
seven and a half to an eight, the three 
year-old an eight and a half or a 
nine and so it goes. Our schedule re 
mains fairly accurate to the 
eight and from then on it is 
guess work. This is information that is 
important to any person in a 
children’s operation but I stress it 
here in a table 
a rule so many more pairs of shoes are 
sold without being fitted. 

This is a logical plan for applying 
the advice: write what you Have 
a pocket size notebook for each trainee 
to for down information 
not 


¢ 


age of 
strictly 


sales 
because operation a 
hear 


use writing 


contained in 


given in class that is 


: 


the training manual. Then | 
that the 

to write 
ate of 
And 


one, f rT 


trainee are given 


tne word Ken 


{ ne 


vou! speech to 


writer don’t be impatient 
the 


are 


slow usually people 


low at mecnanica 
the fastest at 


Sumbet! t 


mai 


are hard phy 


ome hints a greet a second 


customer or answer a question vniie 


helping a first customer, There is more 
to this than meet the eye Many 

people who 
from a fitting 
and quiet in the department, are 


are excellent at 


tool when a 


pletely lost on a promotion when 
[TURN TO PAGE 


SKOS — 


Continental styling in 
washable Briar Tan 
Borhide 


... When you step out 


in style and comfort with 


Allen-Edmonds shoes! Allen- 
Edmonds exclusive combination 


of 


fine-shoe 
construction, all-round stitching, cork cushioning 


THEY ROLL 


like nailess 


features 


and heel-to-toe flexibility make them the most 


foot pleasing shoes in the country. 
writing! Most styles $24.95 


comfortable in 


The Shoe of Tomorrow 


ALLEN-EDMONDS, BELGIUM, 


There Are Sales Afoot, 


modern man who appreciate 
See it in 
I IM KE October 


10 


WISCONSIN 


Too! 


Allen-Edmonds advertisements like thi 


guardnteed 


THEY BEND 
to follow your 
foot in action! 


dealer wl 


our telephone 


ted in the yellow pay 


Your 
of bool or ord dire 


distinctive 


the 


‘ ith 
directed at 


lot of 


em 
quarel 


modern shoe styling plus comfort! 


ember 


ESQUIRE No 


Ever Notice How Many Leather Experts Wear Aller 





ie 


favored pattern, but must be in a low 


cut version with special decorative 


treatment Ready-to-wear emphasis 
on the long slim look has had a great 
impact on shoe purchases, with the 
slender, tapered types getting top ac 
ceptance. Customer interest has also 
heightened in heel treatments, with 
indications that heels will be one of 
the most influential style factors for 
Spring 


Men's 


better than usual for Fall in a num- 


shoe business has been 
ber of stores this season. Low tops 
have continued to sell at a rapid pace, 
and step-ins account for a good share 
of the business among the 
men. Black 


brown in total sales 


younger 


continues to gain on 


* 


BOSTON FORECASTS 
ACTIVE FALL 


Most shoe retailers in Boston ex- 
pect little difheulty in bettering their 
September sales records of last year. 
As the month drew to a close, several 
reported that 


volume already was 


1954 


advertising, new 


greater than during Heavy 


newspapel window 
trims and cool weather are given the 
credit One 


‘August was an 


merchant commented: 
exceptionally hot 
month and customers stayed out of 
the city in droves. Consequently we 
have packed into the first three 
weeks of September all the Fall busi 
ness which we expected to do in 
that month and have added business 
which, normally 


although light, we 


would have done in August.” 
Suede continues to be the leather 

most in demand The Selby 

at 33 Temple Place, owned by Kays 


Newport, reports good 


store 
results from 
five evelet 
Colors 


black, navy, brown and charcoal gray 


n offering of Cuban heel 
oxfords in that leather were 


Suede pumps, with throat 
black 
finding a good response at 
operated by Ek. W. Burt 
Company, 17 West Street, Also good 


closed-back straps and 


orna 
ment in brown, blue and 
ray “are 


the store 
re open toe 
even straps with open backs and open 


toes in the same range of colors 
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CONTINUED FROM PAGE 78 


The Curtis Shoe Store at 133 Tre 
Street finds that, although the 


season opened with a heavy demand 


mont 


for black suede, brown suede began 
to sell during the middle of Septem- 
demand 

Shoes 


ber since which time the 


has been growing gradually. 


of glove leather, pumps and styles 
with wedge heels, also have been sell 
ing well 

Pump types continue to find favor 
at the Richards 


Washington Street and Temple Place. 


store, corner of 
One, an open-toe model, had a girdle 
ot elasticized faille and was offered 
in black, blue and brown suede. An 
a closed-toe, low-heel style with 
black, two- 
brown ombre 
Winter Street, also 


glove-leather, two-eyelet 


other 
bow ornament, sold in 
fone gray and suede. 

Conrad's on 
offered a 
blucher oxford for walking, in black 
suede and in black, brown, navy and 
red smooth calf leather. This shoe, 
with Cuban heel, had a pin-point per- 


forated vamp 
* * * 


NEW YORK SALES 
SHOW IMPROVEMENT 


THERE has been a steady pick-up in 
New York in 


women’s and children’s shoes. 


retail shoe selling in 
men’s, 
It started the second week in Septem 
her and has continued since. 


all kinds 


important and they 


In women’s shoes, pumps 
of pumps-—~are 
have been reordered often. Interest 
in color and finishes is just beginning 


There 


has been very good reaction to bright 


to reach the consumer level. 


red suede, as bright as it can be 
combined with black 
black dull matte calf or kid 


or reptile 


in all-over or 


Stores report that at least 60 per 


cent of their business has been on 


black. Black grain leathers seem to 


Lnany ny fem a mtu fdramahl mmm ~~ 
Front Gnttins 20 

Frank Brothers, New York, point to 
their new decor and their new Fall 


shoes, with emphasis on their popular 
medium heel. 


Retail Trade 


be Number One, 
and the matte finish, buffed leathers 
black. 


range of toast to Briar- 


followed by suedes 
in all colors combined with 
Ihe whole 
wood tones has been active in smooth 
leathers. in buffed soft grains and in 
new type spectators. Dark brown is 
still a “dark horse.” 

In department stores where they 
have been promoting tweed apparel, 
there has been a corresponding inter- 
est in shoes made of calfskin in the 
<oftened, buffed surfaces in tweed col 


ors such as new greens, bright reds, 








brighter blues, fawn, amber, ete. 

At the retail level, there has been 
unusually good response to 16/8 and 
19/8 heels. 


have been opened in 


Several new stores that 


recent months 


have put special emphasis on low 
heels 


combine all the 


They are featuring lines that 
style elements but 
are concentrated on the lower heights 

In children’s shoes, there has been 
good selling activity ever since school 
started 


through in pre-teens and teen shoes 


Color seems to be carrying 

yellows, “dirty” pinks, denim blues 
ind avacado greens. Saddle oxfords, 
with contrasting saddle or one color 
but of contrasting leathers such as 
smooth and shaggy, are popular In 
boys’ school shoes, saddle tones and 


-moke 


some cases, boys’ saddle shoes in all 


colors have been good. In 


over “dirty” pink as well as “dirty” 


white have been selling 


A s # 


HEAT KILLS SALES 
IN LOS ANGELES 


Los ANGELES shoe retailers aren't 
too happy about business these past 
few weeks. 110 degree weather just 
doesn’t seem to be conducive to buy- 


ing Windows back-to 


school fashions, but everyone was just 


blazed with 


too hot to £0 shopping 
August and September are usually 
pretty slow months in this section of 


With 


ind sandals still the most 


the country. Summer cottons 
comfort 
able things to wear, and with every- 


rURN TO PAGE 85, PLEASI 
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7 a) T ‘ns fi t t ] , ‘ is Lome fo st tting? 
W hat s W rong turn for an adjustment, ner for te t fitting . 
mm , - P where the next time she eds i a! Number four, your t ype of chentele 
With Shoe Selling? of shoes Do your ¢ istome! expect ‘coevery 
~s Number two, explain and review thing available in their . 
[CONTINUED FROM PAGE 79] e 4 
stock setup plus the explanati ) hey make a ¢! 
lassification system ow to res thi t prope 
noise and confusion. And it is due to aioe classin +) r t) m. How \ : - . 
: S _ as | r : oes ant n th imber five 
the fact that they have never learned a et a a en one » 


boxes. How to read st numbers a rand name 
how to help three or four customers at ~ a : . <> 
, a : the manufacture) ding en nd the 
1 time and keep them all happy 

you do not have 
y them, let them wi 
phrases that are so helpful, such as tion 


“T’ll be with you in just a minute; Tell Number thre 


So give new people some of the stock 


> ‘ 217e V vey ‘ 7) } } 4 , : 
me what size you need and I’|! look for senting mercnandl \ neal you confuse then 


you while I am helping this custome do vou like the sal ersor t t eginne? is information 
Here are the sizes and pattern you shoe box to the fitt vy area do them und well formed 
asked about, I’ll be back as quickly as want the box 


left th . the « tomer confidence n 


I wrap this package; Yes, madam, if only the right shoes taken to [TURN TO PAGI 


you are shopping for an average f 
year-old you will need a size ten; The 

size of the shoe is marked on the bac} How SEBAGO-MOC’S 
of the ticket to make it easy for you to 

find the size you need.” 


yur 


The fourth point is how to tactfully 
make an undecided customer decide 
using the affirmative. This poor old 
world is full of shoppers that I firmly 
believe never made a decision without 
help in their entire lives. They cannot 
decide on size, color or style in a prob 
lem as simple as the purchase of a dol 
lar ninety-nine sandal, without some 
one else actually doing the deciding for 
them. They can fritter away a whol 
morning for themselves and a _ sales 
person if they are allowed to do so. 
There is just one way to handle thi 
type of individual, the use of the ag 
gressive affirmative. So when you get 
such a customer tell her politely but 
firmly, for example, “The white sandal 
presents no color problem because it 
goes well with all other colors.” On 
“Pink has out sold blue two to one this 
season.” “There isn’t enough difference 
in a half size in an open toe sandal! to 
really matter on a growing youngster 
Or say, “I'll help this customer while 
you’re deciding.” But above al! don’t 
let her let you stand there and be in 
decisive with her. You have to make 
every minute of your time pay you 
dividends 
Point number five: how to check a 
shoe fitting according to your preferred 
method. For even in a table operation, 
a customer who has her child with her, IN STOCK FOR 
or in a women’s or men’s shoe opera 
tion, a customer who is purchasing for : IMMEDIATE DELIVERY 
himself, is entitled to this courtesy. 
This may take a little extra time but 
it pays untold dividends in satisfied 
customers. No pair of shoes is a bar 
gain regardless of how little the cost 
if they are the wrong size 
Now if your operation is primarily 
a stock operation and only an occasional! STYLE 700 # 
table promotion, your cla Instruction U.S. Pat. No. 2.420.466 
will be a review and repetition of the 
written paper plus additional helps 
such as we discussed under table oper 
ation 
SEBAGO-MOCS ARE THE FASTEST-GROWING 
. LINE OF MOCCASINS IN THE COUNTRY TODAY! 
measuring device, the importance of ce 
always measuring the customer's feet SEBAGO-MOC COMPANY > Ale 
and how important it is that ca b > 
taken to fit the customer properly WESTBROOK, MAINE eal 
; Made in MAINE by 
satisfied customers return again an New York Office: 534 Marbridge Building Shilled Cratiemer 
again. The dissatisfied customer . Made in Canada by Canada West Shoe Manufacturing Company, Winnipeg, Manitoba 


Review, point one, the use of the 
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FAR EAST ENCHANTMENT 
IN EXOTIC NEW COLORS BY 


Fashion reports of the current mode 
are studded with glittering adjectives 
to describe modern translations 

of legendary splendors from Oriental 
influences. Colors, textures, design 
motifs, even entire costumes head 

to toe, are given style eminence in the 
contemporary scene, as adapted from 
costumes of Turkey, India and the 
Far Orient for fashions of our day. 
Many colors in Amalgamated Leather 
Companies’ collections of new 
leathers for resort and spring are 
identified with this important fashion 
trend. Romantic colors of silken saris, 


exotic colors of ancient brocades, 





pale haunting tones of sheer gauzes 
identified in beautiful leather textures 


for shoes of 1956. 


Boot and Shoe Recorder 





Amalgamated leathers in these marvel- 


ous colors of the Far East will put many 


new shoes on an Oriental footing for 


the new season. 


SILK SARI COLORS 


In Amalgamated Glazed Kid 


PINK ICE 
BUBBLE BLUE 
TURQUOISE 
ROCK CANDY 
SEASHELL 
TURTLEDOVE 
WHITE 


MAUVE 

ALMOND GREEN 
HYACINTH 
SPANGLE RED 
VANILLA 
GINGER 
MOONSTONE 


OPALINE GEM TONES 
In Amalgamated Frostee Kid 


HYACINTH 
TURQUOISE 
PINK ICE 
WHITE 
OPAL WHITE 
YELLOW 


PEACOCK 

PINK MELON 
HONEYDEW 
PISTACHIO 
ALMOND GREEN 
BLUE ICE 


BENARES BROCADE COLORS 


In Amalgamated Charmooz 


ROSETTE 
ALMOND GREEN 
URANIUM BLUE 
GOYA GREEN 


FLAMENCO RED 
DELFT BLUE 
OLIVETTE 
RUSSET 


JAPANESE OBL COLORS 


In Amalgamated Glazed Kid 


TURQUOISE 
CHALKY PINK 
PINEAPPLE 
ORANGE QUINCE 
SPICE 

FRESH COFFEE 


SWEETHEART 
BLUE 

BLUE RIBBON 

CHERRY RED 

ROCK CANDY 

PALESTONE 


BLACK 


WRITE FOR SWATCHES 
AND COLOR NUMBERS 


Amalgamated Leather Companies 


Wilmington 99, Delaware 
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RECORDER SURVEY OF CURRENT CONDITIONS IN SHOEMAKING CENTERS 





Manufacturing 


New England 


THe third week in September found most New England 
still 


completion of their 


manufacturers of women’s novelty shoes waiting for 


healthy re-order following ship 


ments of Fall hoes although this condition | expected 


ly change soon Much the same is true of firms making 
men hoes in the popular price range, where busines 
is described as spotty Makers of men’s higher grade 
hoes, however, report that business is steady and many 
of them have orders which will keep their plant> busy 
lor from three to four weeks 


industry is that engaged in the 


Most of 


Busiest segment of the 


manufacture of slippers these companies are 


well supplied with orders for house slippers which will 
go on sale in retail stores during the Christmas season 
perhaps earlier 

News in the leather trade is that the Leather Workers 


Organizing Committee, CIO, has accepted a wage increase 
offer Massachusetts Leather 
Association, which represents 35 shops in Peabody 
Woburn The offer 
traight cents an hour, 
August 8 
tember | and operative for two years, include an increas 
in hospitalization benefits of from $12 to $15 a day; an 
increase in sickness insurance of from $18 to $25 a week 
July 4. The 


binds both employes and employers to cooperate in in 


Manufacturers 
Salem 


includes a 


made by the 


and Danvers accepted 


increase of five retroactive to 


Other provisions of the contract, effective Sep 


and one additional paid holiday, contract 


creasing productivity No immediate comment on_ the 


effect on prices was forthcoming. 


New York 


THERE is a strong feeling of optimism amongst shoe 
manufacturers in New York, Production is good and pros 
pects are that it will continue on that basis. Retailers from 
all parts of the country were in New York during Septembe: 


to look at the samples of the new resort and cruise line- 


and they reacted quite favorably. At the same time, there 
was good activity in orders for size-ups 
In women’s shoes, it is interesting to note that leather 


textures figured prominently in the size-ups, The number 
one emphasis seems to be on soft, shrunken grains of the 
There are indications 
held 
It is a deeper and richer tone 
blac k in 

There 


is an indication, at the manufacturing level, that green is 


llama type in Briarwood or black 
that 


sway for the past five years. 


Briarwood is supplanting Benedictine, which 
Black was very important in the size-ups 
grained leather, dull black matte or polished calf 
coming back. However, these would be new tones (othe: 
than Avocado) such as laurel and emerald greens in suede- 
soft textured buffed leathers, supple calf and reptiles 
Tailored shoes of smooth aniline calf, alone or in combi 
with curved, 


nation with reptiles, are important—usually 


lower heels. Interest in heels continues and much of the 


emphasis is on the 16/8 and 19/8 height stacked heel. 
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tli Markets 





A. for children’s shoes, manufacturers report very good 
business. in most instances. In-stock departments have had 
steady calls and this is an indication of the acceleration 
in selling at the retail level. One manufacturer reported 


that his shipments have been better and greater than at any 


time in the more than fifty years that his firm has been in 
DUSINESs, 

in general, shoe manufacturing in New York is con 
idered to be on a very satisfactory level and activity is 
expected to be maintained for the next several months 


St. Louis 


A BETWIXT and between status marks the current tempo 
Mail 


quarters 


of activity in the St. Louis manufacturing center 


orders and fill-ins, 
are not sufficient to keep cutting rooms fully occupied these 


while substantial in certain 


days. Nor are orders from salesmen now on the road with 
intermediary lines Coming in in great enough quantity to 
cause enthusiasm. Reports from these men indicate that 
retail business has not opened up sufficiently to put buyers 
in an open position 

The brighter spots in this picture are concentrated among 
producers of children’s footwear and the manufacturers of 
dressy flats whose styles appeal to teen-agers and the col 
a better-than-ever-before 


lege erowd. Retailers have done 


lull business in these two quarters and as a result are 
placing major reorders as well as new stock selections for 
the holiday season 

However, a fast break in this current situation might 
come. With most manufacturers contemplating price in 
creases by October, it is to be expected that some retailers 
will hasten their orders on early Spring styles in order to 
beat the game. This, however, is being discouraged on the 
part of manufacturers who point out that the ever-changing 


pulse of fashion makes over-buying of staples a dangerous 


thing 
That price changes are coming there is no doubt. Al 


ready International Shoe Company has revealed an upward 
in October 
expected to be 


revision of its styles to take effect Increases 


at women’s specialty houses are revealed 
shortiy and are expected to range from two to four per cent 


as high is five per 


over current wholesale prices—-going 
cent where such novelties as glass heels and floral trim 


mings are concerned. Higher average wholesale prices 


also are indicated for men’s and children’s footwear. 


Chicago 


SPRING shoe lines for the National Shoe Fair occupy the 


attention of the entire production end of the shoe trade 


in the Chicago area right now. Factories are still in pro 


duction on re-orders, fill-ins, and some new calls for deliv 
ery up through December 1. There has been an unusually 


heavy call for which are now an accepted mid- 


110, PLEASE] 


patents 


TURN TO PAGI 
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Review of the 
Retail Trade 


CONTINUED FROM PAGE 80 


one running to the beaches or home 


te stand under the shower, Fall shop 


ping is pretty far from the top of 


the list of “things to do.” 
Octobe retailer 


But, local 


expe ct 


come 
with a 
By that 
time off 
i bit off 
Fall shopping about as long as they 


business to boom 


hreak in the weather that is 
the 


weather usually cools 


and people will have put 


dare, 


Be sides, 








window is pushing 


every 
hard with the new Fall shoes 
brown tones, sable, henna, bronze 


the luster calfs, gunmetal, blue 


black ... vinylites for cocktail wear 
the open-¢ losed look in suedes 
reptiles, especially black which 


eems to be outselling brown so fat 
this season 
at this time of the 


Naturally yeal 


least one 
window to back-to-school shoes. The 
old saddle still the 
most but white 
bucks also been a seller 
Most the Italian touch 

lower vamps, a tassel or bow, soft 
The 


be 


every store is devoting at 


standby shoe is 
popular, two eyelet 
have big 
loafers have 


to 


leathers predominant 
to Co-eds 
be buying with the idea: it must go 
knee 


year” 


seems gray. seem 
and 


the 


shorts 
“fad of 


Burmuda 
the 
Angeles 


with my 


length socks, 


in I Os 


’ , x 


COLDER WEATHER BRINGS 
PICK-UP TO ST. LOUIS 


“A silane ‘ a 

FERRIBLE let-down” . . . that is 
the way one St. Louis. retailer 
summed up his feelings as the re 


sult of early September selling. Other 
retailers (except those handling back 
concurred. 


to-school merchandise } 


The first two weeks of the month 
virtually saw business at a standstill 
and Old Man Sun got the greatest 


measure of blame. “People just 
aren't in the market for cold-weather 
clothes when temperatures are in the 
90's,” 


But after two weeks of dishearten 


one buyer said. 


despite a big shoe push 
the 


ing failures, 


advertising and promotion-wise 


women’s fashion business suddenly 


picked up. The pick-up coincided 
with the arrival of a cold front. And 
though, at this writing, September 
figures in women’s shops and salons 
are lagging considerably behind 


September, 1954, it is expected that 
these losses will be recouped if the 
current spurt of buying activity con 


tinues. 
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In the brief period of selling thus 
black 
to be running neck and neck for top 
In all the calf 


ol the pump 


known, brown and calf seem 


appeal instances 
skins 
variety 


to 


are dressmaker 
with heels ranging from high 

the emphasis, however 
both 


Chere is also « 


low 


on mid-heels slendet ind 
onsidet 


corkett 


Several 


Cuban types 
able 
in both pumps and wedges 


corkette 


forming i 


interest in camel-toned 


hundred pairs of one wedge 


seams vamp 


old 
Pho 


with raised 


decoration reportedly were 


within two stores in one day 


favor 


lor 


dicated 
Black mat calf has been accepted 


textured leathers 





seems in 


irprisingly well on a limited, fash 
on basis of course, as has Avocado 
Peel and Renaissance Green luster 
calf. Both of these novelty offerings 
re selling in both closed pumps and 
ling 
After a record-breaking  back-to 
hool season, children’s departments 
lowing down in activity. Momen 
tarily, department buyer are con 
entrating on reordet and the ele 
tion of pattern for holiday elling 
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HOW OFTEN DO YOU 


Advertise Children’s Shoes 2 


The Second and Final Part of an Article on the Importance 


of Children’s Shoe Advertising by Retail Stores. 


A FEW years ago while I was working 
in a prosperous shoe store, my employer 
and I went into a huddle and began to 
do something about our children’s ad- 
vertising. We began our campaign on 
July 1 and even though our Summer 
sale ads gobbled up a lot of the adver- 
tising budget, we still maintained con- 
sistent newspaper ads twice a week on 
our children’s shoes. 

Some of these ads weren’t large, but 
they were constant, each telling some- 
thing about the manufacture of the 
shoes—pointing to special features 
construction that added to quality 
anything to tell a running story about 
why our children’s shoes were tops. 

Then four radio spots a week were 
devoted to nothing but children’s shoes. 
These were patterned very closely on 
our newspaper ads, so the customers 
would hear about our children’s shoes, 
read about them, and best of all re- 
member, 

Having always been a firm believer 
in tying in something for people to see 
in a printed ad along with something 
similar for them to hear on the air, we 
got a picture of a big group of young- 
sters pouring out of school. We ran this 
the top corner of each ad 
featuring our children’s shoes. Then 
we had a tape recording made of the 
boisterous voices of a bunch of kids yell- 
ing and playing on a school ground. 
This was run just before each radio an- 
nouncement about the children’s shoes. 

The pictures in the newspaper ads 
reminded customers of the sound they 
heard on our radio spots. The sound 
made them think of the pictures they 
had seen in the newspaper ads. Even- 
tually we could have run the picture 
with our store name under it and people 
would have thought of the name of our 
children’s shoes, By the same token, 
whenever they heard the sound of 
screaming, laughing, playing children, 
they immediately thought of our chil- 
dren's shoes. 

To further dovetail our advertising 
efforts we mounted each newspaper ad 
on a piece of white cardboard. These, 
of course, featured the picture of the 
children in each ad, and these were put 
in our window display of children’s 
shoes, This made passersby associate 


picture in 
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visually the pictures in our ads, our 
radio sounds, and our store. 

There should be no loose ends in ad- 
vertising children’s shoes properly. 
Take advantage of every idea you use 
and coordinate it. Next we followed all 
this up with direct mail folders on our 
children’s shoes, birthday cards to 
youngsters who had been buying shoes 
from us. Lots of trouble? Sure it’s 
trouble. But it’s worth it and pays. 
The children’s sales went zooming up- 
ward, and more added mothers’ business 
was derived from these children’s ads 
than we had expected. 

A store that does a good job of ad- 
vertising children’s shoes attracts the 
attention of mothers—and eventually 
fathers. So the mother brings the child 
in because of seeing and hearing your 
ads on children’s shoes, and sooner or 
later you'll sell her shoes too. Why? 
Because you spent some money to ad- 
vertise vour children’s shoes. 

It’s fine and dandy for you to know 
you have a completely stocked line of 
children’s shoes in your store. But are 
you sure the people in your town 
REALLY know you have those shoes? 
How can they if you don’t tell them by 
advertising? 

This oft quoted theory, “But every- 
one knows we have children’s shoes,” 
just does not hold water. By the same 
token they know you have men’s and 
women’s shoes, so why advertise them? 
Too many dealers neglect advertising 
the most important department they 
have—the children’s shoes! 

Doing a good iob advertising chil- 
dren's shoes usually involves two dirty 
words to a dealer: spending—money! 
And yet the peculiar part of it is that 
these same dealers will go on day after 
day, week after week and month after 
month spending money to advertise 
some new line of shoes they just bought 
for the first season, or some jimcrack 
item that is here today and will be gone 
tomorrow. These same dealers so free 
with their advertising dollars hesitate 
to advertise the ONE THING in their 
store that will bring them more imme- 
diate and future business than anything 
they could hammer on their chil- 
dren's shoes. 

Advertising children’s shoes properly 


is of no less importance to a small 
dealer than it is to a large one. The 
size of your operation is of small conse- 
quence in relation to the importance of 
properly advertising your children’s 
shoes, 

It pays now—but better still, it will 
pay for a long time into the future. 

Fortunately for children’s shoe manu- 
facturers, cases of merchants not ad- 
vertising children’s shoes over a period 
of years is the exception. But unfor- 
tunately for dealers themselves, and 
factories alike, many concerns still do 
not advertise their children’s depart- 
ments with any degree of consistency. 

I have been told time and again by 
retailers and advertising men, “Well, 
you know, children’s shoes just don’t 
have the zip when it comes to advertis 
ing that high styled merchandise does.’ 

To this I do not subscribe. I have 
proved repeatedly to the satisfaction of 
employers that any item properly ad- 
vertised, dramatized, can have an aura 
of interest and glamor built around it 
that will attract attention and sell it. 

You can take the lowliest, most com 
mon shark tip oxford for a child, and 
by proper advertising and presentation 
build the sales to an amazingly profit- 
able degree. 

As an example, after the outbreak in 
Korea, and a spree of buying, the firm 
I was with discovered we had an over- 
load of many hundreds of pairs of one 
We put an attractive 
from door to 


brand of shoes. 
young woman out going 
door, recording the number of miles she 
walked in one particular pump. She 
would introduce herself and assure the 
lady of the house she was not there t 
sell anything but only to show the pair 
of shoes after miles of wear 
This young woman covered 580 miles in 
this one pair and was the talk of the 
town and the surrounding smaller area: 


0 


so many 


she covered. 

Naturally we played her picture up 
in the paper at various periods of her 
walking, and coordinated our direct 
mail and other ads with the promo- 
tion. The result was that we cleaned 
up our overloaded stock, bought as 
many again, and sold them, too. 

In San Francisco a few weeks 
was the first time I had met 


ago 
the sales 


Boot and Shoe Recorder 











manager of the line of shoes we were 
pushing, and he told me that if New 
York City had sold those shoes in pro- 
portion to the number we in our 
little city, it would have taken up the 
entire production of the factory. 

The same thing could be done by any 
retailer with children’s shoes. Any time 
you send a little girl wearing a pair of 
your shoes from door to door, and she 
grins at the lady of the house and tells 
her she wants to show her how nice her 
shoes look after wearing them so many 
miles to her door and mentions the name 
of your store, it will give you advertis- 
ing in many more beneficial ways than 


sold 


you expect. Anyone going from house 
to house and just mentioning the name 
of your store and the brand of your 


shoes is a constant reminder of your 
business and product. 
True, many people know you have 


children’s shoes, but with the constant 
moving and shifting of our population, 
people coming into your town 
would be glad to hear of your lines. 
Another benefit we discovered was 
people inquiring about our brands of 


new 


work shoes and nurses’ shoes, and other 
things. 

A smart well 
with a few pamphlets on various lines 
tc hand out, can build enough business, 
over and children’s to 
amaze you. Some merchants are a little 
hesitant about doing any unusual type 
of advertising. For instance when 
put on a telephone survey in one town 
friendly competitor asked, “Good 
Lord, don’t you make a lot of people 
mad calling them?” 

Only once out the thousands of calls 
made did anyone get in a huff, and a 
letter of apology was immediately sent 
out, explaining how most folks 
glad to have our sale prices called to 
their attention by the phone call. But 
the sales value far outweighed this one 
reaction. 

Bicycle contests have been put on all 
over the country with children going 
from door to door collecting old shoes 


youngster, coached, 


above shoes, 


we 


a 


were 


to get points in the contest, and it is 
will get 
But one of these 
of 


no 


true occasionally someone 
grumpy with the kids. 
we put netted $18,500 worth 
EXTRA _ business, there 
unfavorable reaction. 

In this promotion 5,000 
children were registered, and all those 


on 
and was 
particular 


youngsters going from door to door say- 
ing the name of your store is certainly 
not advertising to be taken lightly. But 
the point is, the dealer who gets out and 
hustles is the man who gets the chil 
Everywhere I went for 
two years after that bicycle contest I 
kids yelling at me, 


: : 
dren’s business. 


mentioned, were 


waving and calling me by name. That 
doesn’t 
either. 

On discussing this with a traveling 
man yesterday, he asked about the chil- 
dren 


do any harm to a shoe man 


that didn’t get prizes. Be sure 
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there are plenty. Lots of them may be 


of little actual value. But to every 
youngster in the contest I mentioned 
went a Thank You for Being in the 
Contest Letter and a credit for $1 on 


the next pair of shoes they bought in 
Certainly it cut into our 
mark-up, but wouldn’t you enjoy 
couple of thousand extra sales? 
Whatever methods 
decide on, whether it’s straight 
paper ads, a personalized promotion, so 
many radio spots a day, TV or direct 
mail, if you tell your story often and 
well enough you can quickly become the 
No. 1 children’s shoe store in town. 
But first of all the decision is up to 


our store. 


a 


or mediums you 


news 


in 
stock 
for 


immediate 
delivery # 


Decide on, and carry through a 


you 
well-rounded advertising campaign on 
children’s shoes even after school 


starts! 


Oscar Award to Manager 


LITTLE Rock, ARK.—W. B. Donham 
received a golden Oscar recently in 
recognition of his outstanding work 


as manager of Chandler's Shoe Store, 
406 Main Street, the last three years 
It. was presented by Eddie Kessler of 
Memphis, regional manager, and Ber- 
nard Edison of St. Louis, customer 
service director for Edison Brothers, 
Inc., owner of the Chandler stores 
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tater 


ee oe ee 


when you need 


Right now... 

‘em most... we have your 
Princess Leotards in-stock for fast 
of 


delivery. “Spring-Knit™ 


durene yarns, the Princess “gives” 
with every body movement 
Talon fastener. Elastic in legs 


Black and colors 
Sizes 2-14 — $2.25 
10-20 — $2.50 


S 
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BOSTON 11, MASS 








BERNED 


Manufacturers 


207 ESSEX ST., 








Washington Newsreel 


Flu 


balanced 


the first 
politi 


the prospect of 
four 


tumbling over 


hed at 
budget in years 
cians will soon be each 
tne rusn to 
Po 
how 
party | 


cine! pare persona) 
' that final 
a heftier slice than 
planning as the Re 
publican Administration and the Demo 
control of 
for the tax 


per cent 


income taxe ibility 1 


result 


eitner 


may 


crat in Congress vie to 
relief 
corporation 
lide to 47 


will pr obably be 


claim credit 

The 52 
cheduled to 
April 1, 
the high rate for 


rate, 


per cent next 
extended at 
another year 


* . 


Russia may increase substantially her 


purchases of hides in the United State 
indicate. 

the 
trade 
such 


foreign trade officials 
officials say 
for livelier 
and Russia in 
hides, 


Vederal prospect 


are “good” hetween 


the U S 


trategic 


non 
lard, 
and machinery Government 
regulations still prohibit the 
from the U.S. of any product or com 
modity having strategic military value, 
such as planes, military trucks, or the 
machinery to produce them. 

U. S. exports to Russia were valued 
at only $260,000 in the three-year 
period 1952-1954, but we imported 
goods valued at about $40 million from 
Russia. This sum included furs valued 
at about $25 million and about $1 
worth of caviar 


* * * 


goods as cattle, 
farm 


export 


million 


A fight is shaping up between the 


[CONTINUED FROM PAGE 40] 


White House and the 
majority in Congress 


Defense 


aown 


Democratic 
over who controls 


Department plans to close 


commercial-type operation 

notified 
the Senate and House Appropriation 
committees it intends down 14 
ommercial facilities, five 
These two congressiona! 
claim the right to veto such 
within 90 days 


Sut 


The Defense Department ha 


to close 

including 
obbler shops. 
committee 
plan afte 
notified 
and the members 
most of the 48 

President 
cized 


peing 
Congress has adjourned, 


are scattered over 
states 

eriti 
Should 


ose-down 


Kisenhowe harply 
the notification provision 

lawmaker this cl 
proposal, the President is expected to 
the Pentagon to Ike 
will not abide by the provision 
“competent court” directs him 


ome veto 


direct ignore it 
says he 
unless a 
to. He believes the provision, applying 
to any operation more than three years 
old, is an invasion of 
the Executive the 
government. 


unconstitutional 


branch of federal! 


' * 


Federal Trade Commission’s new 


tough enforcement  policie against 
false advertising, misbranding and mis 
are taking their toll 
In one month, the agency took 60 
actions against what it terms “high 
pressure salesmanship that shaves the 
Involved were 
fraudulent intent, plus 


many cases of too-loose selling 


representation 


corners too close.” some 


cases of actual 


Administratior 
tne 


Eisenhower 


The 


proud of it succes with budget 


over the last three putting 


folt Sy, 


ion of its fiseal 


yea! 


out a shatty “pop ilarized” ve 
statement. 

The document boils down 
the 344-page 
“convenient 


16 page 
budget summary) a 


vestpocket” size. Liberally 
graphs 
fiscal 
from the 


Wash 


on 
py, 


prinkled with two-color pie 
charts and 
fact the 


Superintendent of 


pictures illustrating 


booklet is available 
Documents, 


for 


ington 25, D. C 
$7.50 a hundred. 

In explaining where money 
where it goes, the 
(anonymous) explains 


10¢ a 


comes 
booklet 
that the 
now computed at only 


from and 


writer 
budget deficit is 
$1.7 billion, and that a balanced budget 
of the year 


is in sight by the end 


Housing Administration, in 
the wake of severe flood damage in the 
Northeastern states this 
studying the possibility of 
flood protection insurance 

Most of the estimated $2 
lion flood damage in New 
this year was not covered by insurance 
Hundreds of owners and manu 
facturers there had to either rebuild 
with their funds, use 
government-backed loans, or 
their businesses. Private insurance 
firms do not offer flood protection 
because they say the potential losse 
unfeasible 


Federal 


summer, is 
offering 


to $3 mil 
England 


store 


low-cost 


give up 


own 


make it 





Finds “Advance Notice” Sales 
Bring Good Results If... 


ENTERPRISE, ALA,—If the 
tailer expects a worthwhile response to 


shoe re 


pecialized “advance notice” direct mail 
that 


states 


such letters 
Neil Logue, 
Store here. 
make 
mail of this sort, to announce 
that he take ad 
days’ notice 
sale prices, before the gen 
eral public store,” Mr. 
aid “This, of course, appeals to the 
average person, inasmuch as it implies 
that he is a favorite customer and that 
the store is doing him a favor. How 


he must make sure 


offer a real saving, 


operator of Logue’s Men's 
“Many 
of direct 


to the cu 


stores consistently use 
tomer 


few 


may 
vantage of a advance 
to hop at 


visits the Logue 


such ad 
empty 


ever, In too many instances, 
taken on an 
meaning, as the 
nounced to too many people, is adver 
tised in the newspaper on the same day 
that the mail letter is 
and otherwise takes away the 
exclusiveness. Consequently, 
that 


customers is 


vance notice has 


inasmuch sale is an- 


direct received 

atmos 
phere of 
direct mail 


and offers a 


such 
valid 
worthwhile advantage to him, we re 


to make certain 


to our 
strict such mailings severely and make 


that 
benefit 


the 
from 


certain customer receives an 
actual] 
letter.” 

Judiciously 
list, 


250 at a time, thus means that Logue’s 


responding to the 


the 
than 


chosen names on 


mailing amounting to more 
much of its 


sales stock during the week previous to 


successively turns over 
the time when the sale is generally an 
nounced and, also, the policy means that 
letter is eagerly awaited by th 
store’s direct mail customers. “We have 
that each of preferred 
customers on the list actually shows a 


every 


seen to it our 
worthwhile saving, through visiting the 
letters, 
we can count upon at least a 75 per cent 


store in response to these and 
response as a result.” 

A typical example of this progressive 
form of thinking occurred in August, 
when the Logue’s store closed out all 
“tag ends” from its better priced men’s 
shoe inventory, offering 750 pairs nor 
mally priced from $12.95 to $15 at a flat 
$5. Through confidence in his direct 
mail program, Mr. Logue set up a news- 
paper ad, but held it in reserve until he 
saw what the results would be during 
three days’ “advance notice” circular- 
ized by direct mail. The result was an 
almost complete sell-out of the marked 


down shoe specials and the newspanei 
ad did not “Thi 
proved to us definitely that gaining the 
matters 


prove necessary. 


customer’s confidence in most 


is our most important merchandising 


Mr. Logue said 


asset,” 


What's Wrong 
With Shoe Selling? 


[CONTINUED FROM PAGE 81] 


The more finely drawn technical knowl 
edge you can give them later when 
they have learned the fundamentals of 
fitting and selling shoes. 

Finally, there is your responsibility to 
a new person as a buyer (unless you 
delegate the responsibility to someone 
else). 

Always be within calling distance, to 
find merchandise, to help with a fitting 
or to Add daily to the 
sum total of their knowledge, regard 
less of whether they are on their first 
day or their fiftieth year. 

After all, we at management level 
today are not going to live forever so 
we owe it to ourselves and posterity to 
to it that there will be some 
trained to step into our shoes 

(To be continued) 


close a sale 


see one 
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SHO EY, 


RECORDER REVIEW OF CURRENT HAPPENINGS IN THE SHOE TRADE 
Michigan Shoe Fair 


To Switch to June Date 


Innes Opens Two Stores on the West Coast 


DETROIT An innovation in 
Los Angeles Area Additions of the Retail Shoe Chain Reported » the Michigan Ant 
Among the Most Modern in the Country on followings 
Michigat 
Michigan 


hn tne ¢ 


Photo left shows Birnie Birnbaum, manager of the newly-opened Innes Shoe Store 
in Lakewood congratulating Dann G. Seyler for obvious reasons. The Seylers are 
holding their twins of five months. The whole family was outfitted at the store 
opening. Right, before opening ceremonies at the Innes Westchester store, the 
patio provides an entertainment stage. 

Los ANGELES September saw the advertising programs and the reputa urr, James ¢ 
opening of two of the most modern tion of the other Innes stores that pre Guy Dixon 

hoe stores in the country, both in the eded the event Homer Shepherd 
Los Angeles area, and both by the September 1, 1955—the hottest da Another committee amed 
Innes Shoe Company. n the history of Los Angele 110 de Apple. president of the Michig 

The stores, designed by H. Carlo grees at Los Angeles City Hal] and rravele! Clu nelude Geors 
Fontaine, architect for all the new hotter still out in Lakewood, but the | son. chairman: Curtis W 
Innes stores, are magnificent with new ibbon was cut on time with crowd arl E. Verburg, Samuel 8S. Wei 
materials and dramatic with new ef vatching. The extra large sales force \ Jensen, John Shelby, and 
fect Fieldstone exteriors, deep win rathered together by manager Birnie vlor 
dows and long sliding door “help Birnbaum, was kept busier than ex The first meeting of the 
bring the outside inside,” and help con- pected ree slataiaitads tin Umeis 
vert each entrance into a_ veritable On hand for the opening ceremonie 
patio carrying out the theme of all the vere variou Lakewood dignitarie 


Fontaine designed Inne tores. plus Dick Haynes of radio and tel Sears Roebuck Supports 
There is an actual patio on the park- vision who officiated as master of cere Men’s. Bovs’ Wear Drive 

ing site of the Westchester store which monies, a nine-year-old accordionist ’ 

s available for ladies’ club meeting Gale Moser, and the Twin Ton F New York The plan of the Ameri 

and teenage gatherings vocal duo, to entertain itute of Mer and Boy Wear 
The children’s departments are like gen C. Willingham, vice-president « Vi five million oll for a na 

onsumer educati program re 


a circus, complete with trick mirror General Shoe Corporation, took a 


that make the viewers look too broad ing trip in from Nashville to be 


cement that 


or too thin. hand for the opening 

Murals in soft pastels form a back The Lakewood store has been Company had pledged its membershij 
ground in the women’s department making for three year The site wa 
and rainbow-colored slabs intermingled elected in 1952, two year befor I f Vas accompant 
with the murals give portions of the yvround was even broken for the se 
wall a gem-like quality. tion of the Lakewood Shopping Cente: 

tugged wood finishings and stone are upon which Innes is now located. Ons 
combined in the men’s departments to of the largest of the 10 Innes stores, it ont chant whe yperation 
create the rugged, out-of-door, male is also expected to be one of the largest i reti ) wcounting 
feeling. volume-producing units of the 

Soth stores opened with fanfare and chain. 
excitement growing out of the dynamic [TURN TO PAGE 
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They Line Up at This Children’s Shoe Store 


ab0lay 


Shown above is an example of the variety in corrective children's shoes available 

in a single size at Ricci's Shoe Store, Haddonfield, N. J. Left to right are a 

saddle shoe, two-strap sandal, wing tip, ghillie tie, suede dress strap and a brown 

and white moccasin oxford. The styles are backed up with sufficient stock to 
insure proper fit. 


Ricci’s 
retail 


HADDONFIELD, N. J 
till 
operation that take 


tore here } another shoe 


ucce formula, atisfied customers. 


back-t»o 
and 


siege of re 
during the 
and the 
waiting 


During the school 


tail also 
aster 
children often 


outposts 


elling season, mama 
find 


turn in line in front of thi 


themselves 
their tore 
pecializing in fitting children’s shoes. 

Alfred Ricci and his 
ert H 


ness, feel that every dollar 


on-in-law, Rob 
Hargrove, who operate the busi 
invested in 
inventory is a dollar returned. 

The shoe store has a record of remark- 
able fitting accuracy, though size is not 
the whole success story by any means. 
In the case of growing girls’ shoes, for 
instances, the store whips out a choice 
of seven colors in a red, 
black, patent, white, 
brown and suede variety. 

Back in the depression year of 1932, 
the immigrant from Italy 
sought out to fill prescriptions for orth 


two-strap, 
black suede, and 


boy was 
opedic shoes by doctors who were im- 
pressed by his skill in shoe repairing. 
With an initial outlay of $200 he took 
a flyer into the shoe retailing business 
and his first order was for five pairs of 
shoes 

Local civil authority prefers stores in 
to follow the pat- 
tern of white colonial woodwork fronts. 
Unobstructed daylight directly floods 
the selling area behind the large front 
Lighting is supplemented by 
an overhead fluorescent system. 

The store is divided into two sections. 
The the main 
selling area where bright red leather 
her and steps down into 
also contains 
the 
shadow 


the business section 


window 


customer steps up into 


chairs await 
the second section which 


chairs lining walls. 
carpeting, 
and red window drapes add a homelike 
touch. 

Prominent among Mr. Ricci’s lines of 


corrective shoes for children is Stride- 


red leather 


Deep green boxes 


90 


Shoe 


off and sets on the 


tite by the Walk-In Shoe Company. 
Mr. Ricci likes with 
their variety of color when 


hoes, 
but 
will 


saddle 
range, 
warn 


it comes to loafers he 


mothers they not to be worn all 
the time, in the interest of sound foot 
for the child. In this respect he 
favors the loafer with the 


elastic around the top, which he thinks 


are 


care 
new wide 
perhaps will help solve the problem of 
fit in a loafer 

As for shells, he 
single one in the store. 

beautiful hand-made 
but I won’t have them.’ 


have a 
“IT know where 


does not 


I could get some 


ones,” he smiles.“ 

He believes shells are too restrictive 
to the growing foot, particularly when 
the child experiences a spurt of grow- 
ing, and he says they make no allow- 
ance for natural growth. 

The store uses the Brannock device, 
having the familiar X-ray ma- 
chine to another room, where it is only 


exiled 


put to use when requested 

Though the business supports a daily 
radio show and advertising in the local 
newspaper and the Camden metropoli- 
tan daily, Mr. Ricci feels the back of 
business has been strengthened 
plowing profits back into the 


his 
most by 
operation. He says he turns the capital 
thus larger number of 
styles offered and maintains depth of 
stock in each style. 

Today Mr. Ricci fills prescriptions 
from the entire South Jersey 
area. His exacting care with each order 
has won him increasing respect from 
his trading area. He never hesitates 
to challenge elements of the prescrip- 
tion with the Sometimes the 
nurse has transcribed incorrectly. 


saved into a 


orders 


doctor. 


He has a seven-man sales force, each 
man an old hand in the shoe business 
and an expert in fitting children’s shoes. 
Besides the Stride-Rite line Ricci’s han- 
Daniel Green for and 
Mainstreeters by the Shoe 
Company 


dles teenagers 


Northeast 





Dates to Remember 


Advance Spring Market Week, New En 
gland Shoe and Leather Association, 
Statler and Touraine Hotels, Boston 

Oct. 2, 3, 4, 5, 6, 

Canadian Shoe and Leather Fair, Sher- 

aton-Mount Royal Hotel, Montreal 
Oct. 9, 10, 11, 12, 

Annual Convention, Independent Shoe- 

Sheraton Hotel, Chicago 
Oct. 23, 24 

Palmer House, 
and Con- 

Oct. 23-27, 


men 


National Shoe Fair, 
Conrad Hilton, Morrison, 
gress Hotels, Chicago 

Spring Shoe Show, Pacific Travellers’, 
Hotel Vancouver, Vancouver, British 
Columbia Oct. 30-Nov. |, 

Shoe Show Shoe _ Travelers 
Association, Hotel, Buffalo, 
N. Y Nov. 6, 7 

Annual Spring Shoe Show, Indiana Shoe 
Travelers Association, Inc., Hotel 
Claypool, Indianapolis. Nov. 6, 7, 8, 

Spring Shoe Show, Southeastern Shoe 
Travelers, Hotels Henry Grady, Dink- 
ler, Peachtree and Piedmont, Atlanta 

Nov. 6, 7, 8, 9, 
The Southwestern 
Association, South- 
and Baker Hotels, 
Nov. 6, 7, 8, 9, 
Pennsylvania Shoe 
Hotel William 


Tri-State 
Statler 


Spring Shoe Show, 
Shoe Travelers 
land, Adolphus, 
Dallas 

Spring Shoe Show, 
Travelers Association, 
Penn, Pittsburgh 

Nov. 12, 13, 14, 15 

Spring Shoe Show, Boston Shoe Travel 

ers Association, Parker House, Boston 
Nov. 13-16 
lowa Shoe Travelers, Hotel 

Des Moines 
Nov. 13, 14, 15, 

Spring Shoe Show, Mid-Continent Shoe 
Travelers Association, Huckins Hotel, 
Oklahoma City, Okla Nov. 13-15 

Spring Shoe Show, West Coast Shoe 
Travelers Associates, Alexandria Hotel 
Los Angeles Nov. 13-16, 

Shoe Show, The Ohio Shoe Travelers 
Club, Deshler Hilton Hotel, Colum- 
bus, O. Nov. 20-22, 

Spring Show, Popular Price Shoe Show 
of America, Hotels New Yorker and 
McAlpin Nov. 27-Dec. | 

Spring Market Week, The Boot and 
Shoe Travelers’ Association of New 
York, Inc., Marbridge Building, Em- 
pire State Building and McAlpin 
Hotel Nov. 27-Dec. | 

Fiftieth Anniversary, Boot and Shoe 
Travelers Association of New York 
Statler Hotel Nov. 29, 

Shoe Show, Shoe Travelers Association 
of Chicago, Morrison Hotel 

Dec. 4-7 

Forty-second annual Mid-Atlantic Shoe 
Show, Hotel Benjamin Franklin, Phila- 
delphia Jan. 15-18, 

Convention, Empire State Footwear As- 
sociation, Onondaga Hotel, Syracuse, 


N. Y. Jan, 22-24, 


Shoe Show 
Fort Des Moines, 


1955 


1955 


1955 


1956 


1956 





Desco Presents Spring Line 
NEw YorK—The Desco Shoe Corpo- 
ration will show their Spring line at 
the Biscayne Terrace Hotel in Miami, 
Florida, October 2-5. Mary Lynn Wag- 
ner, the firm’s fashion coordinator, will 
be available in the show rooms to an- 
swer retailer questions. October 3, Miss 
Wagner will hold a fashion clinic for 


consumers at Richard’s. 
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Fill-In Buying Marks 
Michigan Shoe Show 


Fill-in 
Show 


DETROIT 
ized the Shoe 
Michigan Shoe 
tember 11-13, at 
all departments, 
immediate delivery. Little advance sea- 
sonal buying was reported, with 
tailers generally preferring to wait for 
the Spring Show to be held October 30 
to November 1. 

Some buying for strengthening in- 
ventories was evident in anticipation 
of price particularly in 
shoes, and slightly in women’s. 
was, however, in a volume that 
imply protective rather than specula 
tive. men’s lines 
of was definite 
enough by show dates to justify some 
heavier purchasing. 

Black was the 
shoes, and, from 
remain the 
Spring, marking a 
type of 
llagg, was reported 
city and major 
Plain toe types were leading and slipon 


buying character- 
sponsored by the 
Travelers Club, Sep- 
the Hotel Statler, in 
with emphasis on 


re- 


men’ 
Thi 


was 


rises, 


General 
50 to 60 cents a pair 


increase in 


dominant note in 


reactions here, 
right 


trend 


men’s 
will into 
The 

pioneered by 
the 
suburban areas. 


leader 

new 
chisel-toe shoe, 
leader in 


stores 


types were reported quite popular. 

In women’s fashion shoes, vinyl shoes 
were being offered in a wide variety 
of treatments as a very important 
novelty. These were mostly in halte: 
strap types, and in a rather narrow 
range of colors, appearing only in clear 
and in tortoise-shell brown to any 
extent. 

In wedgies, closed toe and back types 
led strongly, with few open shoes sell 
ing. Leaders were in 10/8 and 14/8 
heels. 

Penny-saver types in glove leathers 
sold well with gray leading, followed 
by black and brown. Wedgewood blue 
an important competing 
strongly with navy, in both dress shoes 
and flat types. The emphasis upon 
closed toe and back pumps, and halter 
straps was considered outstanding. Re 
peating, patent leather showed a good 
upturn. 


was color, 


Avocado green remained a continuing 
favorite, while a number of light brown 
shades, typically Italian tan and coffee, 
were introduced and met with an in 
terested reception. 

In the women’s and misses’ sports 
shoe field, saddle oxfords and penny 
loafers were leaders, together with the 
new two-eyelet mudguard pattern tie, 
the latter in a variety of two-color 
combinations including white with black 
trim, cream with benedictine, and gray 
with charcoal. 

The children’s and juvenile depart- 
ments paced the show with relatively 
heavy buying for immediate delivery 
to meet replacements caused by back- 
to-school sales. Loafers and saddle 
oxfords again were leaders in the 
strictly school trade field. 
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J. C. Penney Uses 26 Styles 
In Back-to-School Promotion 
The J.C 


promoted 


INDIANAPOLIS Penney Com 
pany extensively “Back-to 
School” shoes in large newspaper ads. 
A one-page ad showed 26 different 
styles of shoes, tilted down as if hung 
by the Below illustration 
was a description of the shoe construc 
and 


heels. each 
tion, colors available, 

Tying in the 
catching wide window display 


sizes price 


with ad was an eye 
S« ho | 
same angle as 


of tur 


shoes, shown from the 


in the ad, were hung ona wall 


quoise peg board, The young men’ 


Room 601 
Morrison Hotel 


Shoe Fair 


National 


girls’ and boys’ shoes were separated 


by an archway decorated with beige 


draperies, in which several shoes were 
hown shelves in a 


on perpendicular, 


open framework display. 


Joseph Salon Shoes First 
Lessee in New Structure 


Shoes, In« 


pace In a 


CHICAGO Salon 
the first 


store 


Joseph 
firm to 
office 
outheast corner of 
The store is now 
Michigan 


wa lease 


and building to be 
erected = at the 
Michigan and Huron 


rod 


new 


located at 


ROWVAL 
WORCESTER 


SPORT BOOTS 


(Patented) 


A lot of shoe people thought it couldn't be done 


But we did it 


We found the way to build a fully-insulated boot of leather, so 
you can give your customers both of the features they want most 
in a handsome, rugged sport boot that actually retails for less than 


many non-insulated or non-leather boots! 


There's fast turnover and a 


generous profit margin at your low 


retail price of about $16.95 for the popular 8-inch “Royal Worcesters 


in either plain or moccasin toe 
for both men and women 


Order “ROYAL WORCESTERS 


for folders, free sales atds 


WORCESTER 


oe ee oe 


Available in 6- and 10-inch tops, too 


W rite 


From Your Jobber Nou 


NATIONALLY ABVERTISEOD 
fa leading outdoor magazines 





69 HAMMOND STREET 
WORCESTER © MASS. 








Made in Canede as “Siemen Bushmaster Shee by 
T. Simeon Shoe Co. Lid. Aurore, Ontario, Coneds 





We Offer Quality Jobs, Cancellations 
and Closeouts in Branded Footwear to 


Our prices on fine shoes, 


ae | alacvitekatels bought direct from the best known 
shoe stores, drive-ins and 
shoe promotion buyers 


makers are in line with our 
nationwide reputation 


for values! Quolity Shoes Since ‘32 
M. K. WEIL Shoe Company 
“While in Town See Weil” 


Open a Cancellation Shoe Store in Your Town 
1215 Washington Ave., Saint Lovis 3, Mo 


Our New Store Consultants Will Help You Set Up ao Profitable Operatior 
Sample Rooms: Los Angeles» New York 


(,ude’s Shoes Opens ‘Co-ed Corner’ for Teenage Crowd opening at the Sky Room of the Hotel 
uller. This event wa cheduled as a 
La ANGELS Gude’s BSho-« ha dinner meeting followed by a busine 
planted a seed that they hepe w grow yn inder the chairmanship 
intil Gude’s name becomes synonymou ssident David Nedelman 
vith debutante shoe Last month they 1est neaker wa Robert Baker, 
opened a “Co-ed Corner” in their dow vyeneral merchandise manage} 
vn Lo Angeles tore, 422 West f Ernst Kern department 
eventh Street, especially for high { troit He discussed “Sucec 
chool and college student 4 chandiseing Practice 
The 1,000 square-foot addition, in 
talled at a cost of approximately . . . 
$15,000, stocks 10,000 Bet nag want Popular Price Shoe Show 
and sport shoes, little heels, flats, sad nee Expands Official Directory 
ie buch and 80 on the hoe that . NEW YorRK The official directory of 
fit the needs and desires of the co-ed ea et Demalan Prien Ghee Bhow of Amer 


The two-week opening period, backed ica will be expanded oO tnat it can be 





up by an intensified newspaper and used between semi-annual shows as a 





adio advert ny ca align omething eh “3 
radio advertising Mperg . } resource list, it was revealed by Edward 


new for Gude’ and elaborate win é, ; 
. ‘ — , Atkir and Maxwell Field, co-mar 


dows, brought the teenage crowd in by 
age! 


the drove 
On | if th - eae Starting with the November, 1955, 
ti mre 0 { e ope iy wi 4 cx 

1 a oes 1s PPSSA, November 28-December 1, the 
Cooper, popular Southern California . 1 
, directory will include the following list 

dise jockey, a prize of a pair of hoe 
every day for the two-week period, free A pretty co-ed points to one of the 
offer to all those @ispleays in the new co-ed corner in Major categories, 
Gude's downtown Los Angeles that in- of the Hotels New Yorker and McA\l- 
vited hundreds of students to try and pin, the two PPSSA hotels; an alpha 
buy the newest in dress and sport shoes jjeticea) |i ting, by products, of all non 
for teenagers. 


ing alphabetical list of exhibitors by 


; ; exhibits on each floor 
coca cola and an 


who bought shoes to purchase the latest 
Bobby Troupe record album at $1.50 
instead of the usual $3.95. The winner 


of the hoes, their names drawn from shoe exhibits 





a hat, were announced daily by Alex ‘ . . The category listings will contain, in 
Cooper on his preeram Detroit Shoe Retailers Meet addition = ic estepane’s losation st 

Gude’ i now looking forward to DetTroir—The Detroit Shoe Retailers the show, its home address, the retail 
imilar departments in their Pasadena Association opened its annual series of price range of its products and, where 
and Westwood store get togethers September 21 with a Fall necessary, a brief description of them. 


sport KING | BOKIDE  "'siipettipe** 
SHOES 


A top valve at popular 
prices. Littleway stitched. 
Men's: Black or Smoke, 
Sizes 6-12, $3.60. 











Women's: 
Red or Smoke, 


ween 1 ARMOUR LEATHER CO. 


Athletic Footwear Division CHICAGO BOSTON NEW YORK 


BERNED SHOE CO., 207 ESSEX ST., BOSTON 11, MASS. 
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: . . - Seattle Retailers’ Forecast New $750,000 Store 
Retail Chain Adds For Fall is Black and Tan Names Shoe Supervisors 
SEATTLE Nordstrom, Inc., with CINCINNATI—Following a dinner on 


ee i Marea Neeteines, Bae ith Sines Omen ot ee A 


5 District in Seattle, Northgate adjou rev new $750,000 Western H 
COLUMBUs, O Robert W. Schiff, 


president and treasurer, and Oscal 


ny Seattle, and Portland, Ore, and co! tore, employes were conducted 
: : or n othe it ) tnat ( through the tore’ ;0 depart 
Fleckner, secretary of the Shoe Corpo 
PA : call af ‘ blacks and tan é 1 it 

all America, i reval snoe trm 4 ; ; 
ration of merica i 1 ) larity The ne , ’ if mone division upe is for th 


rerience n nign | suvViIng { ) are Robert S« wome 


t 


with headquarters here, announced the 


acquisition of controlling interest 
and selling a dren hoe 
hree Canadian shoe factories. Interest , 
i | George Gent manage! i i hoe 
vere acquired Dy Lock purcnase “ . 
. wn Flor sheim Shoe Shop 


Fourth Avenue, Seattle, assert 


blacks and charcoal browns promi 


The firms are the Fern Shoe Com 
pany, Ltd., of Panetank, Ont., Midland 
Footweal Manufacturing Ltd. and 
Midland Industries, Ltd., both of Mid 
land, Ont. 

All of the companies manufacture 
men’s, women’s and children’s stitched 
down shoes and make a line of women’ 


including misses’ and girls’, casual of Let this truth be known 


California construction, None of the 


very popular during Autumn 


Canadian shoes will be delivered in the 
United States 

Sidney Caplan is president of all 
three Canadian firms and will con 
tinue to serve in that capacity with no 


We are very proud of the way bas« principles consistent with 
change in the policies or personnel. All 


Nature’s Intention for growing feet have been employed in the 


three firms are engaged in manufactur- design and construction of IDEAL BABY SHOES 


ing and do not operate retail 


The purchase of the Canadian firms Integral with their manufacture has been the insistence upon 


follows the acquisition of control flexibility. The baby’s foot during formative stages is extremely 
earlier this year of the Mid States Shoe FLEXIBLE and Ideals are made to go along with nature’s own 
Company of Milwaukee and several of development by creating footwear suitable for each of the four 


its subsidiaries and the Fashion-Bilt early stages of foot growth. They are CRIB, SOFT SOLE, INTER 
Company of Pontiac, Ill. The Shoe MEDIATE and FLEXIBLE HARD SOLE WALKING SHOES. In 
Corporation of America has its head baby’s FIRST hard sole shoes especially NOTHING EXCEEDS 


quarters at 35 North Fourth Street, in HE NECESSITY OF FLEXIBILITY IN EVERY PAIR 
Columbus. It operates 419 retail stores 


and owns two subsidiary retail chains Let these facts be known to mothers in your community 
on the West Coast. remember mothers buy Ideals because they trust them they'll 


buy them from you, too 


Innes Retail Chain Opens Ide 
Two Stores on West Coast MRS. DAY’S “al BABY SHOE CO., INC. 


DANVERS, MASSACHUSETTS 
[CONTINUED FROM PAGE 89] 


71 WEST 35TH STREET 1070 MERCHANDISE MART 679 MERCHANDISE MART 
NEW YORK IN. Y CHICAGO 54, ILLINOIS DALLAS, TEXAS 
One week and one day later, Septem 


ber 9, the Westchester store opened its 
doors. Due to the advance advertising 
and publicity, the kids turned out en 
masse. The entertainment, consisting 
of Gale Moser and the Twin Tone 
Skipper Frank, well known to Los An 
geles television viewers, and June 
Preisser, had to start earlier than an 
ticipated. The store’s outdoor patio 
provided the stage. 
Business was good. To quote Al 
Friedman, Innes vice-president, men, ‘ Siyle No. 441 
women and children were buying shoes 7 White Elk, Moccasin Type 
as if “we were giving them away — + re wee 7" - 
The Lakewood and Westchester stores oe 
are but two steps in the Innes expan 
sion program. Last year, August of 
1954, at a meeting of the Los Angeles 
Chamber of Commerce when the Innes 
Shoe Company was honored in connec 
tion with the company’s fiftieth anni- 
versary, Paul Seigel, president of 
Innes, stated, “Our expansion program 
envisages 25 stores in Greater Los An 
geles by 1960.” Since this statement, 
Innes has opened in Reseda and Gar- 
dena, besides in Lakewood and West- 
chester, bringing the total to 10. 
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Increase Fall 
Profits with 
SCOTT'S 
COMFORT ARCH 


Here's three way relief for those 
tired walking feet. Provides met 
atarsal, cuboid and longitud nal 

natural profit-maker. Just suggest . 


$28.20 per doz. pairs . 


Write Today 
for the SCOTT 
CATALOG 


Peoria Shoe Retailers 
Elect Myron C, Hall 


Proria, ILu.—Myron C, Hall, of Block 
& Kuh! Company, was elected president 
of the Peoria Shoe Retailer’s Associa- 
tion at the organization’s recent annual 
meeting. 

Pat Scanlon, of the Schradzki Com- 
pany, is vice-president; Jim Crawford, 
The Shoe Salon, secretary-treasurer; 
George Hirth, of Brooks, immediate 
past president; Thomas Bogan, George 
W. Behrens, and Bill Crawford, Jr., 
make up the board of directors. 

The organization is devoted to fur- 
thering the best interests of the shoe 
retailers in this community. This in- 
cludes a number of special promotional 
cooperative events, with special empha- 
sis on “The New In Shoes” campaigns. 
Each season the group cooperates in 
special advertising. This Fall the open- 
ing was tied in with the city-wide 
Peoria Days held September 14-17. 


N. Y. Travelers Banquet Only 
Affair During Show Period 


New YorkK—A social event of major 
significance to the shoe industry sched- 
uled for November 29, 1955, is the 
banquet and entertainment celebrating 
the Golden Anniversary of the Boot 
and Shoe Travelers Association of New 
York to be held at the Hotel Statler. 


94 


support, 


. » $321.50 per gross pairs 


SCOTT 


FOOT APPLIANCE CO. 


1701 WEBSTER ST 





v4 


FOR 


. It Sells! 





JEBR 


© OMAHA 


WEST COAST SHOE TRAVELERS ASSOCIATES 


SPRING SHOE SHOW 


LOS ANGELES — NOV. 13-16, 1955 
HARMONY IN COLOR 


BUY EARLY! SELL EARLY! 


INCREASES IN VOLUME 
IN JANUARY and FEBRUARY 


FOR RESERVATIONS 
DAVE KLINESMITH 
EXECUTIVE SECRETARY-TREASURER 


820 HAAS BUILDING - 219 W. 7th STREET 
LOS ANGELES 14, CALIF. 


TRinity 3688 








The committee in charge of enter- 
tainment promises to make this an 
outstanding occasion and they have en- 
listed the services of some of the best- 
known stars of stage, TV and radio. 

This celebration is the only affair 
that will be held during Market Week 
and the Popular Price Shoe Show pro- 
viding an excellent opportunity to meet 
with friends. 

Capacity is limited to 1,500 persons 
and letters have already been mailed to 
members, urging them to make early 
reservations for themselves and their 
guests. For the first time, women are 
invited to attend. 

The tab for this affair will be $150 
for a table of 10 or $15 per cover. 
Checks covering the number of reserva- 
tions desired should be sent to the Boot 
and Shoe Travelers Association of New 
York, 47 West Thirty-fourth Street, 
New York 1, N. Y., as soon as possible. 


Old-Line Shoe Store 
Passes to New Owners 


Port CHESTER, N. Y. The retail 
shoe business operated by Jacob Ro- 
gowsky at 7 North Main Street, here, 
as Rogowsky’s Shoe Shop, has been 
sold to Abe Broitman, Seth Jaffin and 
Al Baris, trading as B J B Shoe Com- 
pany of New York City. 

Rogowsky’s Shoe Shop has been in 
operation in Port Chester under the 
same family ownership since 1890. 


Literature 


Chilton’s Revised Edition 
On Better Foremanship 

“Better Foremanship—Key to Profit- 
able Management,” by Rexford Hersey. 
Second Edition, Revised. Chilton Com- 
pany, Inc., Philadelphia, Pa., publishers. 
342 pages. $6.00. 

This book, which is a and 
enlargement of the 1951 edition, is in- 
tended for foremen who 
prove in their jobs and also for men in 
management who appreciate the key 
position that the foreman holds in any 
industrial organization and wish to 
how their foremen’s 


revision 


wish to im- 


learn efficiency 
can be increased. 

It is a practical workbook. There 
is no theorizing in it. The material 
is treated in such a way as to make 
the book a useful tool that the foreman 
can apply immediately in his daily 
work. The revisions and additions are 
the result of the experience with the 
book in use since its first publication. 

Professor Hersey, who is 
professor of Industry at the University 
of Pennsylvania, consultant 
for many companies as well as a teacher 


associate 


has been 
of training classes made up of industrial 
foremen. Thus he has been able to pre 
test practically all of the material in 
the book. 
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About Shoe People 


Milton “Pop” Secol, national promo- 
ter of shoe fabrics for Shain and Com- 
pany, Boston, added two feathers to his 
cap. Sandy Koufax, bonus pitcher for 
the Brooklyn Dodgers, recently estab- 
lished a record of 14 strikeouts in a sin- 
gle game, allowing only two hits and 
shutting out the Cincinnati Redlegs 5-0. 

“Pop” Secol originated the Ice Cream 
League in Brooklyn in 1948 in the in- 
terests of halting juvenile delinquency. 
It was open to members of every race 
and creed. Sandy Koufax came into this 
league in 1950. Many ex-leaguers have 
been the subject of baseball stories in 
leading national magazines. 

“Pop” is also working on a new idea 
in a baseball hat, using Shain’s nylon 
mesh. An Duke 
Snider, is type of 


Dodger, 
this 


outstanding 
now wearing 
baseball cap. 


Schiff’s Shoe Store opened for busi- 
ness at 322 Seventh Avenue, South 
Charleston, W. Va., August 20. Joe 
Dawson is manager of the new air- 
conditioned store. 

* x 

Bill Colvin, who has been associated 
with Edison Brothers shoe outlets in 
Harlingen and Houston, Texas and New 
Orleans, La., has been appointed man- 
ager of Baker’s Shoe Store at 218 East 
Capitol Street, Jackson, Miss., it has 
been announced by W. R. Langston, 
Southern district manager for the firm. 

+ + * 

Karl’s, Inc., ladies’ famous name 
brand shoes, has opened its doors for 
business at 515 East Capitol Street, 
Jackson, Miss. Francis M. Christian 
is vice-president and manager of the 
firm. He comes to Jackson from Colum- 
bus, Ohio, where he was merchandise 
manager of all shoe departments for 
Morehouse Fashion, one of the big de- 
partment stores in Columbus. 

* ” * 

Jake Bagelman, owner of the Guar- 
antee Shoe Store here, has purchased a 
two-story brick building in downtown 
Port Arthur, Texas, from Bluestein’s 
for $50,000. 

- - ” 

Edward S. Marcus, executive vice- 
president of Neiman-Marcus, has an- 
nounced the appointment of Kelly 
Acord as buyer for Younger Set Shoes, 
Neiman-Marcus in Dallas, succeeding 
Joseph Ritter, who is now associate 
merchandise manager of shoes and 
fashion accessories at Neiman-Marcus 
in Houston, Texas. Mr. Acord was for- 
merly shoe buyer for Volk Bros. 

- - * 

W. C. Gryder, 97-year-old retired 
Biloxi, Miss., shoe merchant who estab- 
lished a shoe business in Biloxi in 1923, 
died here August 17, 1955. The busi- 
ness he established is now owned and 
operated by his son, W. C. Gryder, Jr. 
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Allman’s Shoes, retail shoe store lo 
cated at 702 Washington Ave., has 
been purchased from the retiring 
owner, Hugh E. Allman, Sr., by two 
of the store’s employes, Richard C. 
Hopper and Mrs. Alice M. Corwin. 

Mr. Allman, who is taking up new 
business interests, established the 
store 25 years ago after for 
several years as manager of the shoe 
department at Cash Dry Goods store 


serving 


here. 


A new suburban shoe store catering 
to the family has been opened 
in the down-river suburb of River 
Rouge, by Harlin D. Kidd, a newcomer 
.o the shoe rhe 
located at 354 Visgar Road, and is op 
the Kidd Shoe Store 


trade 


business new store is 


erated as 


Robbie’s Shoes’ a factory outlet re 
tail shoe store, was opened at Fifteenth 
and Farnam Streets, Omaha, with Boyd 
Robinson as manager. He is co-owner 
of the with Lou Calabretta 
Charles Calabretta. 

Mr 


departments for 18 


store and 


Robinson was manager of shoe 


years before leavy 


ing to become a merchandise buyer at 


Houston, Tex., several years ago. 








The Natural 


DEEP-BREATHING 


EXPERT! 


OOT-HEALTH authorities all agree that the natural 
“breathing” of genuine leather makes it the ideal 





soling material for comfortable walking and healthy feet. 


“SUPERSOLES” exclusive tanning process retains this 


desirable characteristic of the hide while imparting the 
additional qualities of LONGER WEAR, LIGHTER WEIGHT, 
GREATER FLEXIBILITY and superior WATER-RESISTANCE. 


You'll like ‘““SUPERSOLE” . 


“Super Soe” 
stitched or 


can be 


cemented. It’s 


worked 
the 


so will your customers! 


“dry”, 


easiest 


soling material to work with you've ever 


handled! 


convince yourself! 


Write today for samples and 


VIRGINIA OAK TANNERY 


SALES CORPORATION 


NEW YORK, N. Y. 


Onl genuine leather 
y 4 


"SuPERSOLES” bear this 
VOTAN trade-mark 


LURAY, VA. 





aut EXTRA #8 $¢ 


Watch your display of Pierce's Shoe 


Trees 


make 
they're better they sell faster . 


the Because 


.. They 


register ring! 


are a “natural” related sales item. Suggest 
them to every customer. 


PIERCE’S SHOE TREES FOR 
PIL THE FAMILY... 


WALA 
SHOE TREES 


Adjust 


avtomatically 


> happy « 


MEN’S i ne 
SHOE TREES 


Available in all sizes 


ON DISPLAY + * BOOTH 78 — PALMER HOUSE 


LOS ANGELES 
Coast Leather and Shoe 


FITALL me ATI 
Jake HW 

Company 

SHOE TREE a 
pany 


DISTRIBUTORS 


GRAND 
The 
rou 
Cc. § 


peoklan $ 
ENTIRE SHOE FA 
INDUSTRY 


ATLANTA 
Wilensky 


CHICAGO, ILI I 
Kergren Co 
Shoe Findings 


DETROTT 
Samuel Patrize 
S. Kanners & Co 
RAPIDS, MICH 
Bos Leather 
BALTIMORE 

Volk & Co 
MINNEAPOLIS 
Albrecht Co 


KANSAS CITY, MO 
Sterling Shoe Supply Co 


CAL. 
Find- 


ST. LOUIS, MO 
Oberman & Sons 


GA 
Leather M.A 

BINGHAMTON, N. Y¥ 
A. Sweet Co., Inc 
BROOKLYN, N. ¥ 

Lester Greenwald 
MICH 1836 E. 18th Street 
Co NEW YORK, N. Y¥ 
Lyons & Co 

Co PHILADELPHIA, PA 
MD Volk Shoe Store 

Supplies Company 
CHARLESTON, 8. C 

Berendt Bros., Inc 


Com 


MINN 


BROCKTON ¢ 


_S. PLERCE COMPANY 
() \, PIERCE (()! { MASSACHUSETTS 


Obituaries 





Morris L. Benner 


MILWAUKEE—Morris L. Benner, who 
since April had operated Benner’s Shoe 
Store in Hales Corners, died recently 
of a heart attack in County Emergency 
Hospital. He was 55 

For 27 years previously his shoe 
store was located at 3318 North Green 
Bay Avenue. Mr. Benner came to Mil- 


% 


waukee in 1921. He was a member of 
the Washington Park chapter of B’nai 
B’rith, the Jewish National Fund and 
the Zionist Organization of America. 
include his widow, Mrs. 
Rose Benner; two sons, Sherwin and 
Marshall; a brother, Samuel, and two 
sisters, Mrs. Ida Kahn and Mrs. Hen- 
nie Lieberman, all of Milwaukee. 


Survivors 


David I. Coombs 


sT, LOUIS—David I. Coombs, directo: 


‘ public relations for International! 


Shoe Company, was killed Septemb« 


4 when the automobile he was driving 


another machin: 


Mo 


years 0 


collided head on with 


ix miles from Louisiana, 
Mi Coombs 
vas enroute to 
end visit with his parents, the Rev. and 
Mi David The Rev Mi 
pastor of Calvary Episcopa 


who was 28 


Louisiana for a wee! 
Coombs. 
Coombs is 
Church at 
vices 
September 12. 
He the 
department of International Shoe Com 
1952. Mr. the first 
director of International’s public rela 
department, established in 1954 
the direction of Al Johnson, ad 
one of the 
He 


public 


Louisiana where funeral ser 


were conducted for hi on on 


joined industrial relation 


pany in Coombs, 
tions 
under 
vertising was 
firm’s 
director 


manager, 
promising young 
was of the company’s 
relations department at the time of h 

death. He Kent 
School at Kent, Conn., and also a gradu 
ate of both Harvard College and th 
Harvard Business School. 

His organization affiliations 
with the Advertising Club of St. Louis, 
the Noonday Club and the Public Rela 
tions Society of America 

He is 
David 
Episcopal 
Mrs 


most men. 


was a graduate of 


were 


survived by his 
rector of 


parents, Rev 
the Calvary 
Church at Louisiana, 
brother, Rev. 
Coombs of Salinas, California, 
Mrs. David S. Thompson of 
Cambridge, Mass 


Coombs, 
and 
Coombs, a tichard 
and a 


sister, 


Alfred T. Woodward 
CINCINNATI Alfred T. Woodwar< 
74, secretary-treasurer of the United 
States Shoe Corporation, 1658 Herald 
Avenue, Norwood, died 
Christ Hospital. He had been ill for a 
week, 
Mr. 
business for over 50 years. 
ing his position in 1931 
company formed, he 
manager for the parent firm, U. 
Company. 
He lived at 3066 Portsmouth Aven 
He was a native of Glendale 
He leaves his widow, Mrs 
Wilkes Woodward. 


recently at 


Woodward had been in the shoe 
3efore tal 
last when the 
credit 
S. Shoe 


was was 


Edna 


Arthur H. Clark 


OKLAHOMA City, OKLA.—Arthur H 
Clark, 66, retired shoe store owner, 
died August 22 at St. Anthony’s hos- 
pital after an illness of six weeks. 

Until a year ago, Mr. Clark operated 
Clark’s Jarman shoe store at 28 North 
Robinson. He had opened the store 
several years ago, after working as a 
shoe salesman since he moved here in 
1914. 

Survivors include his widow, a 
daughter, three brothers, a sister, and 
three grandchildren. 
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William S. McMahon 


3ROOKLYN, N. Y. William S. Me 
Mahon, manager of a Hanan & Son, 
Inc., shoe store here, and a former clerk 
of the Brooklyn Municipal Court, died 
at his home. He was 71. 

Mr. McMahon had been associated 
with Hanan & Son for 20 years and 
served the Brooklyn court for the same 
number of years. 

A native of Pittsfield, Mass., Mr. Me- 
Mahon had lived in Brooklyn for 50 
years. He was a member of the 
Friendly Sons of St. Patrick of New 
York, the St. Patrick’s Society, Brook 
lyn, Ancient Order of Hibernians. 

His wife was the late Mrs. Mae Kane 
McMahon, of Brooklyn. 

Surviving are their son, James Kane 
McMahon, and a brother, Francis M. 
McMahon, of Pittsfield. 


Morris Nobil 


AKRON, O.—Morris Nobil, 96, an im 
migrant from Russia who became pres 
ident of the old Summit Rubber Com 
pany, died here recently. He had been 
in ill health for some time. He was re 
tired since 1931. Summit Rubber, a 
wholesale rubber footwear distributing 
company he helped organize, went out 
of business in 1947. 

He came to Philadelphia from Russia 
in 1880, and after several years there, 
moved to Sandusky, O., where he 
opened a shoe store. Some years later, 
he operated a shoe store in Norwalk, O 
In 1919 he came to Akron and organ- 
ized the Summit Rubber Company, 
which he helped operate until he re 
tired in 1931. 

He leaves his widow, Cecilia; three 
daughters, Mrs. David M. Siff, Cleve 
land; Mrs. Charles Schwartz, Akron; 
and Mrs. Ida N. Factor, Canton; three 
sons, George B., I. Burton, and Norman 
B., all of Akron. 


Nathan Schenthal 


BALTIMORE—Nathan Schenthal, one 
of the charter members of the original 
saltimore Shoe Club and former buye1 
of Hochschild Kohn & Company’s shoe 
department for 45 years, died here of a 
heart attack. He was 80. 

Surviving are his widow, Mrs. Grace 
Stern Schenthal and daughters, Mrs 
Amalie Sharfman and Mrs. Jane Frank. 

Five years ago, Mr. Schenthal was 
elected president emeritus of the Balti- 
more Shoe Club. 






John C. Iredale 


PRESTON, ONT.—John C. Iredale, 
president of the Canada Last Co., Ltd 
and associated with the last-making 
industry for over 80 years, died here 

Mr. Iredale had been associoted with 
the last-making industry for over 80 
years. He was a member of the Com 
mercial Travelers Association for 75 
years. 





Frederick Krumpeck 


Krumpeck, general manager of ¢ American Legion 


been associated 


Thomas I. Connolly 


William J. McHale 


shoe department manage! 


@ SUPERIOR FIT... 
® NO MARK-DOWNS 


you haven't experienced the 

’ satisfaction of building 
profitable business on 
Freedom shoes 


REPEAT CUSTOMERS 
MILLER Barefoot 
—you've missed something 
nothing of the extra and steady profits. 


PROFIT thru PERFORMANCE with 


MILLER 





HARMONY LAST 
3662 -The HOLMAN Tie 


14/8 Suede Covered Heel 










All over black suede 


Long inside counter 



















f 
| THE MILLER SHOE co. 4015 Cherry St., Cincinnati 23, Ohie 


MAKERS OF FOOT DEFENDER SHOES FOR BAREFOOT FREEDOM 
Manufactured Under Direction of ALBERT PE. 
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TOP QUALITY 
BRANDED SHOES ot LO 
own @ Cancellati 


Vf you 
. d soles with the exce' 


stock an 
you. 


it yo 
your town, 


ptional 


plon on starting @ profitable Cane 


call us. guidance. 


Bands Shoe Ce 


ellation Sh 
ial 


e will give you spec 


A Formula That Makes 
DOLLARS anp SENSE 


EPHRATA SHOES 


1 
WELTS # PRE WELTS 


w PRICES 


on Shoe Store, enrich your 
values we offer 


EPHRATA 


oe Store ia 
attention 


Jobs in Fine Shoes From Fine Sources Since 1931 


79-81 Reade Street, New York 7, 6. Y. 


Cable Address; ALBARISHOE 


Phone WOrth 2-5180-1 


Financial News 


Sales Increases Reported 
By Melville Shoe Corp. 

New York—Retail sales of Melville 
Shoe Corporation for the four weeks 
and two days ended July 30, 1955, were 
$7,475,122, compared with $7,359,110 
for the like period a year earlier, an in 
crease of 1.6 per cent, For the period 
January 1 through July 30, 1955, sales 
totaled $56,858,175 against $53,970,334 
for the comparable period of 1954, an 
increase of 5.4 per cent. 

Ward Melville, president, said in his 
semi-annual report that net income for 
the six months ended June 30 amounted 
to $2,014,124, equal to $1.03 a common 
This compares with profits of 
$2,586,131, or 91 cents a share, in the 
similar 1954 period. Taxes amounted to 
$2,373,300 and $2,059,720, respectively. 


hare 


Compo Stock Dividend 


WASHINGTON, D. C.—The Securities 
and Exchange Commission has an- 
nounced that Compo Shoe Machinery 
Corporation, of Boston, is seeking regis- 
tration of voting trust certificates re- 


98 


presenting a total of 1214 shares of 
common stock. 

Of the total 1214 shares, it was pro 
posed to issue 607 shares ($1 par 
value) September 15, 1955, to stock- 
holders of record as of September 6, 
1955, in payment of a two per cent 
stock dividend, with another 607 shares 
to be issued December 15, 1955, to 
stockholders of record as of December 
6, 1955, in payment of a similar divi- 
dend. 

Both dividends were declared by the 
Compo Board of Directors on August 
24, 1955. 

The SEC statement was filed by J. 
Victor Loewi, Hamilton Pell and Arlen 
G. Swiger, voting trustees for the 
common stock of Compo. 


Weyenberg Net Profits Up, 
Declares Regular Dividend 


MILWAUKEE—Weyenberg Shoe Man- 
ufacturing Company with net profits 
for the first six months of 1955 reported 
at more than $109,000 over those of the 
previous year, has declared the regular 
quarterly dividend of 50 cents on com- 
mon stock. The dividend, payable Oc 


Ephrata 
Juvenile Shoes 
Sold Under 
Your Own Brand Name 


aie 
Sy 


= 


Catalog on request 


EPHRATA SHOE COMPANY 


PENNSYLVANIA 


One pair—or another 3 MILLION pairs— 
from now, no retailer will 
ever have to take 


1¢ in markdowns 


on the 


SLACKJATOR' 


7 v 
P” vor. 2,574,582 


oe Wi U1 


tober 1, was to stock of record Septem- 
ber 15. 

The company reported net sales and 
operating of $8,712,448 for 
the first six months of 1955 as against 
$7,919,815 in the first half of 1954. Net 
profits the first half of this year totaled 
$575,163 as compared to $465,473 the 
first half of 1954. 


revenues 


O'Sullivan Rubber Defers 
Quarterly Dividend Payment 

WINCHESTER, Va.—O’Sullivan Rub- 
ber Corporation Board of Directors at 
its recent regular meeting took no ac 
tion with respect to the payment of the 
regular quarterly dividend of 25 cents 
per share on the par $20 cumulative 5 
per cent preferred stock customarily 
payable October 1. 

In recommending that the payment 
be deferred for the time being, Vincent 
A. Catozella, chairman of the board 
and president, pointed out that the com 
pany’s financial position is the strongest 
in its history and that reasonably sat- 
isfactory earnings are expected for 
1955. After a slight lag during May, 
June and July, he said, the company 
has experienced a pronounced pickup 
in both sales and profits. 

As of June 30, net working capital 
exceeded $1,500,000. The next regular 
meeting of the board of directors is 


scheduled for December 13 
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| BOOTS ~ 
STOCK a 

’ STYLE 7611... Ladies 

Sizes 3% thru 10 









In white, with tassels 
of any school color 


or combination 


Made by folks who know fine bootmaking 


ACME BOOT COMPANY 


Clarksville, Tennessee 


AUTHENTIC MAJORETT \ 


“A” & ''C'' widths 


STYLE 6611 Misses 
Sizes 12'2 thru 3 
“B’ & 'D"' widths 


CHILDREN’S Sizes 
8'2 thru 12—''D 
width 


INFANTS’. 
thru 8—''D' width 


Yj = 


Illustrated Catalog 





—J 


Priced at $4.1 5 


Priced at $3.60 


Priced at $3.00 
Sizes 4 





Priced at $2.40 Shoe 


Italian 


MERCATO 







vano 


on request 





These Italian Shoe Manufacturers invite 
you to visit their exhibit at the 
NATIONAL SHOE FAIR in Chicago: 

















The “National Group” of 
Manufactur- 
ers, organized by "MOSTRA 
INTERNAZIO.- 
NALE CALZATURE, Vige- 
(International 
Market), under the sponsorship of the Italian Government, 
will exhibit a comprehensive collection of interesting, high 
fashion shoes at the 


Cornuda 
“Robur” 
“Tuffolina”’ 
Godiver 

“Ala 

0.C.1 

Mantovani 
Locatelli 

Zimonti 

‘La Romagnola” 
A.B.¢ 

Vibelsport 

V.A.P 






Shoe 


CONRAD HILTON HOTEL 
10th floor 
OCTOBER 23 TO 27, 1955 
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Shoe Man Looks at Europe 
New Styles, Old World Flair 


Editor, BOOT AND SHOE RECORDER: 

Three weeks is a rather short time to 
cover so wide a field as the footwear 
situation in Europe, but thanks to Louis 
Clerget, president of Chaussures Cler- 
get, we made most of the important 
style centers in Europe. 

The continent, and especially France, 
has come up with some of the answers 
to that eternal problem of ours—how 
to increase the per capita consumption 
of men’s shoes in the U. S. 

Here I have seen refreshingly new 
styles of footwear for men. Shoes that 
are considerably lighter in weight and 
more comfortable. The “eye appeal” is 
obvious. They have that “extra pair 
sale” written all over them. This is 
especially true in casuals. 

American shoe men would do well! to 
encourage this ‘‘old world” flair for cre- 
ative styling. The facts are, the shoes 
look different. They feel different. 
They are different. 


Our visits in the various countries 


indicate that a number of European 
shoemakers will be represented at the 


The to- 


Chicago Shoe Fair in October. 
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tal amount of business they can accept 
is small in comparison to our national 
production. The “foreign invasion” 
should be welcomed as a stimulating 
influence and a challenge. 

Our own Clerget and Sirius colle« 
tions for 1956 will be shown at the 
Palmer House in Chicago during the 
October Shoe Fair. This will be our 
fourth year and from what I have seen 
of the new lines, this year’s showing 
will top the interest created in previou 
We will have the really new in 
from the old world. 


years 
shoes 

There have been many improvements 
in the factories producing shoes in re 
cent years. For example at La Tour- 
DuPin, France, the Clerget plant is 
considered a model for all Europe. It 
is equipped with the most modern shoe 
machinery, some of its own invention 
and actually made in its own machine 
shop. Clerget’s production methods are 
based on the very latest scientific tech 
nical know-how. Only a few American 
factories approach it for layout and 
efficiency. 

Despite this progress they 
lost their old world pride in their handi 
craft. Nothing is hurried if it affect 


the quality of their work 


haven't 





Everywhere I went ! 


America 


ensed the urge 
“What 
“to obtain a 


Here 


not 


to do business with 
” they asked, 
this market?” 


want and 


must we do? 


mall part of are 


people who trade aid 
They deserve a break 
Sincerely, 
Al, FELLMAN 
Vice-president, Clerget, Ine 


La Tour-Du Pin (Isére), France 


Downtown Shoe Stores Unite 
Against Suburban Shopping 


TOLEDO—-Shoe 
town area reported good results 
the full-page institutional ad recently 
published in local newspapers to pro 
mote shoe sales in the business 
district. This is one of a of ads 
in a $100,000 promotional campaign to 
hopping 


stores in the down 


from 
main 
eries 


fight the inroads of suburban 
centers on downtown establishment 


The ad stressed the fact that selec 
tions are vast and varied in downtown 
tores, al! bursting with ne Fall 
for men, women, and children. The copy 
stated, “To shop wisely, you must shop 
where your freedom of choice is unlim 
ited Don't wonder if you bought the 
right hoe downtown and te 
ure!” 

The entire advertising campaign 


being financed by downtown stores, the 


hotels, theaters, transit company, new 


and other 


papel 5, 










A 


i Y Le “A 
HUSSCO SHOE CO., 1328 Broadway, New York 1 - 


What’s New 


Trimfoot Marketing New 
Magnesium Arch Support 
Mo.—A 


magnesium as th« 


lARMINGTON, new arch sup 


port incorporating 
element has been 
under the 
the Appliance 
lrimfoot Company 


primary placed on 
the 


tride” by 


name 
Div I 


market “Spring 


ion of 


Claiming this application as a com 
pletely new development in the mechani 
cal foot field, Trimfoot’ 
Harry J. Sailor, who heads the Ap 
pliance Division, “Magesium 
ideally suited for the fixed-type support 
extremely light 


appliance 
said, 


is not only 
n weight but combines flexibility with 


because it 


a test strength equal to six time that of 
On: 


average size 


teel, on a pound for pound basis 
the lifts in 
weighs less than six ounces 

The 


ished and treated under a special proc 


pair of new 


” 


new magnesium support is pol 


er Lo prevent tarnish or corrosion \ 

full grain leather topping insulates th 

foot from any contact with the metal 
The appliance is enginneered to pro 


A full 


reinforcement has 


vide inner longitudinal support. 
type 
incorporated for 


length truss 
added strength 
side slits 


flexing 


been 


while designed 


specially 


Opposition assure easy under 
weight 

Sized for both and women in 
conventional sizes widths, the 
Stride” support will conform 
to modern lasts and is adaptable to any 
type of shoe. It may be 


at the wearer's option 


men 
and 
“Spring 


interchanged 


Dewey and Almy Chemical 
Producing Vinyl Welting 

CAMBRIDGE, MAS8S.—A new series of 
Bi-Color vinyl welting designed espe- 
cially for use with thin-edge, low-cut 
shoes was announced by Dewey and 
Almy Chemical Company. 

According to A. J. Schneider, general 
manager, shoe products, “The new low- 


100 


the 
im- 
the 
and 


Bi-Color will 


shoe 


welting 
manufacturer 
portant advantages: He 
“thin edge” look on his 
he can capitalize on the growing trend 
to color in men’s fashions.” Mr. Schnei- 
der said, “The new low-bead welting is 
approximately 25 per smaller in 

than previous Darex 
flexibility and work- 
heen 


give 
two 
get 


head 
Goodyear 

can 
low-cuts, 


cent 
all dimensions 
vinyl welts. Its 
ability 


have also 


reported, 


= Bs j s 

New low-bead Bi-Color welting by Dewey 

and Almy enhances this shoe styled in 

the Italian manner. Welting is gray on 

black, harmonizing with the gray suede 
of the plug. Styled by Freeman. 


Dewey and Almy first introduced Bi 
Color vinyl welt in January of this 
year. Since that time shoes styled with 
Bi-Color have been produced by most 
of the leading shoe companies in the 


U.S. and Canada. 


Cavalier Issues Self-Service 
Polish Bar of Wrought Iron 


BALTIMORE A 
for shoe dressings has been introduced 


new self-service bar 


by the Cavalier Company, polish manu- 
facturer. 

Made of black wrought iron and de- 
signed for any decor, the new unit 
holds 246 packages in the upper 
shelves, and allows for bulk storage in 


improved,” he 


4750 SERIES 


Factories: Honesdale, Pa. in Canada: Canada West Shoe Co., Winnipeg 


ll along the bottom rack. 
The 
and helps to promote the Cavalier 
with a top. It 
square feet of floor space. 
The 


orders on it 


bar is visible from any angle, 


line 
sign on require two 
firm has reported numerous re 
first 
1954, and expect 


bars, In- 
the new 


self-service 
troduced in 
to move even faster. 
distributes it 


units 
Cavalier ings 
through wholesalers exclusively to the 


dres 


shoe trade 
Floods Force Old Shoe Store 
To Test Suburban Providence 


a i Modern Shoe 
closed its downtown 


PROVIDENCE, 
Inc., 
Providence store and assigned its lease 
to the John This 
the second store opened by the 
had the 
general location for 50 years. 

According to Samuel Beekman, trea- 
surer, the company had opened two 
suburban stores in the Providence area 
with the idea of testing the suburban 
potential and the possibility of closing 
the downtown store. 

At that time the downtown store had 
been completely flooded during the 1938 
insurance covered 


1955 


Stores, has 
Irving Shoe Stores. 
unit wa 
and been in same 


shoe chain 


hurricane, although 
most of the Then came the 
hurricane that again flooded the entire 


loss. 


downtown shopping center, and insur- 
ance again paid off for the company. 
But after that insurance 
companies would such in 
the 
company decide to definitely leave the 


hurricane 
not renew 


surance downtown, which made 
area. 

Personnel of the downtown store have 
absorbed into the chain organi- 
zation. Louis Gleckman, manager, has 
been made manager of the Pawtucket 
store. Alfred Conti, assistant manager, 
has been assigned to the chain’s head- 


been 


quarters as assistant to the warehouse 
manager. 

Modern Shoe 
large central office and warehouse at 
327 Montgomery Avenue, Providence, 
plus store units in cities in Rhode 
Island and Massachusetts. 


Stores now operates a 
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NEWS OF THE 


Salesmen asxw Supliers 


‘Tanners Sponsoring Research Project 


Center Established at Lowell Technological Institute to Improve 
Preparation of Skins for Tanning and to Modernize Whole Industry 


field of 
potential 


LOWELL, MAss.—-Entering a 


leather research with great 


ties, the Tanne) Council of America 


has established a research center at 
Institute for a « 


Backed 


Lowell Technological! 


operative beamhouse project. 


by a large portion of the U. 8S. leathe 


industry, the project is designed to im 
prove the beamhouse procedure, whic 
deals with the removal of hair and 
preparation of skins for tanning 
Contract for the work, begun on a 
two-year basis with an initial budget 
$30,000 per year, was signed recentl) 
hy the Council and the L.T.1. Resear 
foundation which will administer th 
funds. The Foundation was established 


in 1950 to conduct develop 


ment, testing and consulting 


research, 
program 
sible 


organization 


under contract with respon agen 


cies and industrial 


Leather manufacturers of the Ne 
united 


of the 


England area have expressed 
approval in the hope that result 
research will help modernize one of thi 
section’s largest industries. 

Project leader appointed by the Coun 
Dr 
chemical 


University of 


cil is Thomas C. Thorstensen, a 
graduate of the 


1942, who 


engineering 
Minnesota in 


spent two years with the S. B. Fo 
lanning Co, in Minnesota, his nativ 
tate, prior to entering the U. S. Navy 


where he served as a shipboard eng 


neering officer. Later, he did graduate 


study at Lehigh University under the 
distinguished Dr. E. R. Theis and too! 
his Ph.D. degree there in 1949. D 
Thorstensen remained at Lehigh f 


sociate wor 
for t 


leather industry, and from 1951 to t 


two years as a research a 
ng on chromium compounds 
research chemist, deve 
for leat) 


Young Co of Ba t 


present was a 


oping pecialty chemicals 
with the J S 
more, Md. 
['wenty-five member companies of t 
the 
designed to 


Council are supporting beamhou 


project which is find 


auicKker, less method which 


exnensive 
produce high-quality leather. Thes« 
producers r 


the 


companie representing 


every maior division of leather ir 
dustry, inelude: 

Allied Kid Company, 
Amer Philadelphia: Ameri 
can Hide & Leather Co., Lowell: Blan 


chard Bro. & (Ashtabula Hide & 


William 


3oston; 


Company, 


lane 


Newark, N. J.; Eagle 


Co , I 
Grand Haven 


Ottawa Leather Co., 
Mich Endicott Johnson 
cott ini het: ee A 


Leather 
Corp., End 


Lawrence Leathe 


Co. (England Walton Div.), Peab 
Garden State Tanning ¢ p 

Geilich Leather Co., Taunton; Gutma 
é Company Chicago; Good Bi 





The Late General Patton Gave 
Impetus to Shoe Manufacturer 


OMAHA, NEB.—Dehner Company of 
Omaha, manufacturer of custom-made 
boots, was featured in the last issue of 
“Nebraska On The March", publication 
of the Division of Nebraska Resources 
The article credits the impatience of 
the late General George S. Patton with 
leading to the production of the now- 
famous leather boots by the Nebraska 
firm. 

The publication recounts that the gen- 
eral had troops to train in tank warfare 
and time was important. He thought his 
troops were taking too long each morn- 
ing to put on the high-top Army shoes 
and wrap-around leggings. General Pat- 
ton was then a colonel and the time 
was 1940. 

The aggressive general placed a call 
to H. E. Ketzler, president of the Omaha 
company. Himself a wearer of Dehner 
boots since graduation from the U. S. 
Military Academy, he requested Mr. 
Ketzler to "Design a boot that will give 
adequate protection to the foot and 
lower leg and which can be put on and 
removed quickly.” 

The first "tank" boot emerged from 
the telephone conversation. In a short 
time the Dehner-styled boots were stand- 
ard footwear for U. S. tank troops. They 
were the forerunners of combat boots 
used by the U.S. ground forces in World 
War Il. 

Since 1947, the Dehner company has 
shifted emphasis from the military to 
the civilian market. The firm has lines 
for fox hunting, riding jodhpurs, polo 
and Wellington boots, along with its cus- 
tom-made business 





leather Co., Newark: L. H Hame 
Teather Co., Haverhill; Korn Leathe: 
( Peabody Loewengart & Compar 


New York Northwestern Leather ¢ 
oston; Pfister & Vogel Tanning ¢ 
Milwaukee: Ranco Leather Co Vl 
waukee; Raser Tanning Co., Ashtabula 


Ohio: Fred Rueping Leather Co.. For 
Wis leather © 


[TURN TO PAGE 103, PLEASE] 
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Substantial Sales Increases 





Reported in St. Louis Area 


With the 
Bank 


increases 





Eighth District 


reporting ib 


St. Louis 





lederal Reserve 


tantial July 





throughout the 



















Kighth District trading area, shoe sal 
total for the first seven months of 
1955 continue to rise above those for 
i954. In children’ ales, district gain 
for July at four per cent correspona 

th the seven-month gain July wo 
len’ ale are up tnret pe cent 

ir per cent for even montn men 
ale are I ne pet en th in Ju 
ind for the enet th tota 

kor i breakdown tie in th 
Kighth Federal Reserve Bank District 
$t. Loui childre ip three per cent 
n Jul five per cent for the even 
nonths; women two ( eent in 
Jul five per cent total; mer ip | 
per cent in July, five per cent for th 
ear thu far 








children np ive per cent 








nonth period yvomen i! 





July, two per cent total. Men figure 




































ire unreported 

Memphi area ehnildren hoe i 
four per cent Tor Ju three pe ( 
tal; women down one per cent i 
Jul (the onl district ) ) but 
one per cent for the seven month tota 
men’s July sale ip erent per ent wit! 
i tremendou 42> per cent gai for the 
year through the month 

Littl tock children’ figure unre 
ported; women’ Jul ale ip 14 per 
cent, four per cent for the seven month 
total; men’s July sale ip three per 
ent, four per cent for period total 

As to stocks, children’s are up seven 
per cent in the district a i whole 
yvomen’s up four per cent ind men 
on a par with sto of July, 1954 
Ir the cit breakdow! st Loui 
children’ ip five per cent vyomen 
two per cent ut men down tnree 
per cent; Louisville cnidren | ! 
even per cent vomen aown four 
per cent, met inreported Mempt} 
rea enildren ip 24 per ent 

en ip ] ! ! ent men ip | per 

t Little Roe} al i 4 ( inne 
vorted 
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for Coquette Distributors Cor 





publicity 





manufacture 





yration which owns and 





new line of idie noe exciusive 


and flat called COQUETTE 
For The Young 
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Jaclyn Meyer New Chairman 
Of St. Louis Fashion Board 


‘ST. Louis—Miss Jaclyn Meyer, of the 
Shoe Manufacturers As 
the newly elected chairman of 
of St. Louis. 


St. Louis ocia 


tion 


the Shoe Fashion Board 


JACLYN MEYER 


Named as co-chairman was Mi Bea 
Beste, of the Hamilton Shoe Company. 

Miss Meyer succeeds Evelyne Farber, 
of Stix, Baer & Fuller, while Mis 
Beste replace tetty Mason of Inte 
national Shoe Company as co-chairman. 

Other the are 
Muriel Braeutigan of Brown Shoe Com 
pany, Ruth Klump of the Valley Shoe 
Corporation, and Geraldine Epp of 
Boor AND SHoek Recorper. Mrs. Mari 
lyn MeEnery, of the Wolff-Tober Shoe 
former 


members of board 


Manufacturing Company, a 
member of the board, is now retired. 
The fashion board was formed late 
in 1953, under the sponsorship of 
Arthur H. Gale, executive secretary of 
the St. Manufacturers Associa- 
tion, as a means of capitalizing on the 
of women affiliated with mem 
bers’ organizations, in a move dedicated 
to the theory that there was genuine 
news value in the creations of manu- 
facturers in the St. Louis area. 
Assessing the activities of the fashion 
board after its first year of operation, 
Mr. Gale reported that through that 
agency's efforts, the amount of publicity 
lineage and number of newspapers 
carrying St. Louis shoe publicity had 
far outstripped all previous records. 


Louis 


talents 


Knipe Brothers Stocking 
Range of In-Stock Styles 


Warp Hitt, MAss.—Knipe Brothers, 
Inc., makers of Ward Hill shoes for 
men, announced they are now stocking 
a group of their in-stock styles in sizes 
from 5 to 16 in A to EEEE widths. 
In making the announcements, Paul A. 
Crane, president of the company, said: 

“We want retailers of our shoes to 
be in a position to give prompt fitting 
service to the man with extra small or 
extra big feet. For this reason we are 
going to carry more and more shoes in 
stock in smaller and larger sizes, and 
we have already done this with six of 
our best selling styles.” 


102 


Predicts Record Year 
In Shoe Production 


Field, 
New 


sociation, recently 


Maxwell executive 
vice-president of the 
Shoe and Leather As 
that 
the last half of this year would equal 
or possibly slightly exceed that of the 
last six 1954. Mr. Field 
pointed out that the first half increase, 
combined with a last half no 
than that of 1954, would still mean a 
record year for the industry. He called 
subject 


S08TON 


England 


predicted shoe production during 


months of 


greate! 


attention to a statement on this 
attributed to the 
RECORDER wa 
misleading. 


August 15 
omewhat 


him in 
felt 


which he 


Compo Executive Elected 
Vice-President by Moxees 


William Solar, Compo 
been 


AUBURN, ME. 


Shoe Machinery executive, has 
elected vice-president in charge of sales 
Jelgprade 


Louis I. 


for the Moxees division of the 


Shoe Company, according to 
Fishman, Belgrade treasurer. 

Mr. the development 
was part of an overall campaign to step 
for 


Fishman said 


up sales activities 


Moxee 


promotion 


WILLIAM SOLAR 


Mr. Solar will be in charge of creat- 
ing and executing new merchandising 
for the line of popular-priced 
women’s and children’s sport 
and casual shoes. In addition, he will 
also head up the Moxees sales staff, 
whose 15-man force is slated for immed- 
iate expansion in certain territories. 

For the past 25 years Mr. Solar has 
been first vice-president in charge of 
sales and a director of the Compo Shoe 
Machinery Corporation of Boston. 
With his brother, Barney Solar, and 
William Bresnahan, he participated in 
Compo’s organization and development, 
travelling the country to promote its 
products to both manufacturers and 
retailers. In his new position with Bel- 
grade he will still hold his Compo direc- 
torship. Mr. Solar resides in Swamp- 
scott, Mass., and will operate from the 
Belgrade Shoe Company’s home office 
in Auburn. 


ideas 
men’s, 


Cambria Shoe Company 
Remodels, Widens Operation 


JOHNSTOWN, PA.—-The Cambria Shoe 
Company, wholesale shoe jobbers of 
men’s, women’s and children’s shoes, a 
45-year-old Johnstown concern, has re 
modeled its building at 426% Washing 
ton Street and has expanded to occupy 
an additional floor. 

In the past, only second 
third were but the 
pany is now occupying all three floors. 
Its modernistic front was installed in a 
move to dress up Washington Street as 
a business center. 

Cambria Shoe founded in 1920 
by the late Hyman Kleinstub and three 
Phil, now deceased, and Abe and 
Louis. The latter two present 
owners and managers. 

The Johnstown offices are the 
quarters of firm operations 
branch out over Pennsylvania, 
land, Ohio and West 


and 
com 


the 


stories used, 


was 


SOnS, 


are 


head 
which 
Mary- 
Virginia. 


Zamkoff Wholesale Firm 
In New Salesrooms 


New YorKk—Zamkoff Shoe Company, 
well-known New York firm, 
is now established in fine modern quat 
118 West Broadway. The new 
near the forme: 
larger and 
being equipped 
up-to-date fixtures 
The 


salesrooms is 


wholesale 


ters at 
salesrooms loca 
tion, but 
venient, 
the 
nishings obtainable 
scheme for offices 
also modern and highly attractive. 

A new line of children’s stitchdowns 
is being shown in addition to the firm’s 
regular lines of merchandise. Leonard 
Zamkoff, head of the organization, said 
that the reaction of customers to the 
new facilities and location has been 
most favorable and that the firm is 
looking forward to an excellent busi 
ness through Fall and Winter. 


are 
more con 
with 

and fur- 
decorative 


are 
besides 


most 


and 


Weber Named Chairman 
Of St. Louis Fall Showing 


Fred J. Weber, president of Weber Shoe 

Company, who has been named chairman 

of the St. Louis Shoe Manufacturers Fall 

Showing April 29-May 2, according to 

Paul Johansen of Valley Shoe Corpora- 

tion, association president. Mr. Weber 
is a former association president. 
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WOMEN'S SHOES 


6 AE A EO A Or 


Black Swiss 
Spider Lace 


—worth a young 
fortune in glamour 
and sales appeal— 
our suede-bound 
laces currently 
starring in our 
highly diversi- 
fied collection, 





BOX HANDLERS 


al ei i ie li eli li ee tlie 





FOR NEXT 
SATURDAY’S 
RUSH 

Order NOW, enough 


LONG ARMS 


for every section of shelving. You will get 
the shoes from the high shelves so much 
faster you can serve more customers, make 
more sales. Made in two sizes, for men's 
and women's boxes Handle lengths—30 
to 60°: $3.50. Sent parcel post prepaid in 
US.A. Satisfaction guaranteed. Ask your 
findings dealer or send order to 


CARL BEEMAN 


Cedar Heights Road Stamford, Conn 


Patented 











October |, 1955 


United Shoe Increases Wages 

BEVERLY, MASS. 
Beverly factory of the United 
Machinery Corporation have been give 


shoe 
a general increase of five per cent, 
according to F. P. Hyde, general supe: 
which went 


intendent. The increase, 


into effect on September 23, 


to all hourly and piece work employee 


apple 


as well as to those paid a straigh 
alary. 
Mr. Hyde said that the 


was applied as a percentage added to 


Increast 


all base rates in order to preserve the 


well-established relationship between 
the rates for jobs of varying skills and 
responsibilities throughout the factor) 


and the office 


Tanners Sponsor Project 

To Better Production Methods 
[CONTINUED FROM PAGE 101] 

Wolverine Shoe & Tan 

Rockford, Mic h > 

Westfield, Pa.; 


Superior Tan 


Philadelphia; 


ning Corp., Keberle 


lanning Co., Horween 
Leather Co., Chicago; 
ning Co., Chicago; Graton and Knight 
Co., Worcester. 
At L.T.I. the 


ducted in three phases: in the labora 


project will be con 


tory development of fundamentally new 


procedures; in the pilot plant investi 


gation of conventional procedures along 
with an extension to the practical of the 
methods developed in the laboratory; 
and in plant scale tests with the spon 
oring companies 

Dr. Thorstensen and his assistant 
will work in close cooperation with the 
leather department at L.T.1., headed by 
Dr. Albert E. Chouinard. The Institute 
offers the country’s only undergraduate 
degree program in leather engineering 
and affords excellent fundamental and 
pilot plant laboratory facilities, as wel! 
as practical equipment for leather man 
ufacturing to be had nowhere else in 
Establishment of the proj 
By it 2 field of 


research and will increase it 


the country. 
ect launches into the 
leather 
prestige for added industrial support 
Besides serving industry directly, the 
project also will activate the graduate 
study program in the L.T.I, leather de 
partment. The 
through the Tanners’ Council, have pro 


sponsoring companies, 


vided funds for research fellowships for 
graduate students, who, by working on 
beamhouse research, will be gaining ex 
perience from actual work done in the 
field and applying their 
to their masters’ theses 

The first L.T.I. 
research fellowship offered by the Tan 
ners’ Council has awarded to 
Szezepanik of Lowell, 


investigations 
leather department 


been 
Henry an officer 
of his graduating class at Lowell Tech 
in 1952, who has since been employed 
as a textile chemist in industry and a 
a medical research technician in the 
Army. Mr 
gun his research on the project unde 


Dr. Thorstensen 


Szezepanik already has be 


Employee of the 


DU 


Re EO Oe me 


SLIPPERS 


EF OS Ce 


Feature this popular SLIPPERS 
HUBER EMBASSY as the ee ee 
ideal Christmas gift * Y 

for men. Soft kid uppers, fully ' 

leather lined, leather soles 

to retail profitably at $5 


IN-STOCK 
Write for Catalog and Price List 
HUBER stiprer co., AVISTON, ILL. 


Oa i a i 


BALLET SHOES 


LO EE A 


~~ 


CONTACT YOUR LOCAL DANCE 
TEACHERS FOR MORE BALLET SALES 


You’re Losing 
FAST PROFITS 


until you feature this 
top quality Ballet Line 


Pieated-toe and full-sole dance 


ppers yenuine leathers 


sughout. Hand 

tyled right Made ir 
white, red, blue, green and yellow. Full 
sizes—Prompt service 


Sotisdbaction guaranteed. Write 


@t& ¥ YW 6: @:8 


PRODUCTS, INCORPORATED 
P.O. BOX 628 COLUMBUS 16, OHIO 


Please ruth me prs 
Sires 

Colors 

MAME 

STREET: 

ciTy: 
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CANCELLATION STORES 


f 


79.61 R 


Baus . 


Ve Ce 


i Atial 
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CHILDREN'S 


. +“ ™~ 


SHOES 


ee ee ee 


“AMERICA’S FINEST 
FIRST-STEP SHOES’ 


HIGH WALL VAMP 
FREE TOE ACTION 
COMBINATION LAST 
SNUG FIT HEEL 
ONE-PIECE QUARTER 
SEAMLESS INSIDE 
FLEXIBLE MOULDED BACK 
WASHABLE ELK 
INCLUDING RED 
HORSE BUTT OUTSOLE 
SOFT LEATHER INSOLE 
AIR. BUBBLE CUSHION HEEL 


A COMBINATION OF FEATURES 
FOUND IN NO OTHER SHOE! 


HALF SIZES 2 T0 8 
WIDTHS B,C, 0, E 


RETAIL 450 


YOuR COST 2.70 














Stanley Moss Resigns 


From Breyman Leather 

PORTLAND, 
nounced he 
interest in 


ORE.—Stanley Moss an- 
has disposed of his stock 
sreyman Leather Com 
pany, shoes and shoe findings distribu 
tor here, and resigned as sales mana 
ger 


Be for e 


been for 


the 


years 


joining 
five 


charge of sale 


company, he had 
dent 


advertising for 


vice pre 
and 

Hussco Shoe Company, 
f Huskies 


pent 


manufacture) 
this he 
advertising 


Previous to 
the 
No announcement of his 
made by My 


had 
many year in 
agency field 
future 


Moss 


plans has been 
After Successive Promotions 


Jones Heads Genfoam Shoe 


HVILLE, TENN. 
divi 


NA Genfoam Shoe 


Company, ion of General Shor 


Corporation manufacturing and di 


tributing men’s, women’s and children’ 


ilcanized footwear, has named Ed ( 


as it yeneral 


to J P 


ecretary of Genera 


manage! accord 


Saunders, vice-president 


and hoe 


poration 


ED C. JONES 


the Com 
pany’s Flagg Brothers and Jarman re 


Mr. 


his shoe retailing career with 


Formerly an executive in 


started 
Melville 
Philadel 
phia, he joined General Shoe as assis- 
manager of its Flagg Brothers 
Philadelphia in 1941, Two 
years later he became supervisor of all 
1946 he wa 
director of all 


tail store divisions, Jones 


Shoe Company. A native of 
tant 
store in 


Flagg Brothers stores. In 
made personnel men’ 
retail stores operated by Genera! Retail 
Corporation, a _ division of General 
Shoe. 

In 1948 he 
manager of all Flagg Brothers stores, 
held at the 
promotion to head Genfoam. 

Announcing Mr. Jones’ 


Mr. Saunders said, “Genfoam is launch 


was promoted to sales 


a position he time of hi 


appointment 


ing an expanded program 


merchandising and distribution and we 


have obtained one of the most aggres 
sive and successful men in our company 


to head up this expanded operation.” 


of styling, 


Dickerson Acquires 
Airport Factory Site 


The Walker T. Dick- 
of wo- 
announced tne 
Clickenger 


CoLuMBUs, O. 
erson Company, manufacturer 
shoes, 
the 


south of 


men’s quality 


purchase of 117-acre 
Airport, Columbus, as an 


eventual site for its downtown manu 
facturing operations. 

O. H. Dickerson, company president, 
the site study for 


location of a factory 


aid had been under 


the one-story 
warehouse-office building. 

Decision to acquire the airport came 
The 
and 


as the result of two developments. 


company needs more warehouse 
available at its 
326 South Front 
the possibility 
that 


propo ed 


storage space than is 


{h-year-old plant at 


Street, and because of 


that its parking lot at location 


may give way to a expres 


vay, a situation it said which would 


cause hardship for its 300 employes. 
The airport’s eastern boundary car 
Ohio Railroad 


ries Chesapeake and 


trackage and is zoned for light indus 


try. The 


juire only 


shoe company said it will re 
part of the acreage and may 
the 


industries 


ell some of remaining plot to 


othe Part will be retained 
as an airport. 
“We definitely 


maller airport 


number of 
city 


need a 
urrounding the 
for the convenience of busine 
aid Mr 
plane for 
Despite 
its own 


the 


plane 


Dickerson, who has a private 
frequent business 
the 


water 


trips 
necessity for installing 
and facilities on 
site, the company 


the 


sewage 


new aid advan 


tages of location include ample 


parking, adequate warehouse and stock 


room facilities, and more efficient pro 

duction because of the one-way flow of 

operation in a ground floor location. 
Dickerson i 


1,200 pairs of women’s shoes daily in 


now turning out about 
a four-story, 47,000 square-foot opera 
tion. Its sales have averaged $3 million 
during the past few 


nnually years. 


Stacy-Adams Registers 

New Slogan as Trade Mark 
Mass. A 
registered as a trade mark, has 
the Stacy-Adams 
manufacturers of men’s 
The 


to be in our shoes,” 


BROCKTON, new slogan, 
been 
Com 
high 


slogan, “You ought 


ntroduced by 
pany, 
grade shoes. 
will be used in com 
pany advertising and is designed for 
use also by retail dealers but only in 
advertising carrying the Stacy-Adams 
and featuring 
slogan 


ignature, or logotype, 
Stacy-Adams has 
also been registered with Printers’ Ink 
Clearing House of Advertised Phrases. 
It will be used for the first time in Oc- 
tober issues of national magazines car- 
rying the company’s advertising. 


shoes. The 


Boot and Shoe Recorder 





Joins Marshall, Meadows, 
Stewart as Fashion Planner 


AUBURN, N. Y.—Marion Marsh, for- 


merly associate merchandise editor of 
Harper's Bazaar, has joined Marshall, 


Meadows and Stewart, manufacturers 


of women’s shoes, 
Weir Stewart, 
announced. 


as a vice-president, 
president of the firm, 


MARION MARSH 


Miss Marsh covered the shoe and ac 
cessories markets for the 
the years. She will 
fashion planning and promotion of the 
new line of tailored shoes recently in 
troduced by the firm. 

She will make her headquarters in 
the New York City office. 

Prior to her ass with 
Harper’s Bazaar, Miss Marsh was with 
I. Miller and Sons. During World War 
II she served with the Shoe Branch of 
the War Production Board. 


Bazaar for 


past five direct 


ociation 


Box Design for Frye Boots 
Wins Art Directors Award 


Donald A. Ireland, left, president of the 
John A. Frye Shoe Company of Marl- 
boro, Mass., and William J. Small, presi- 
dent of the advertising agency of that 
name, whose box design for the Frye 
company was given a top award by the 
jury judging advertising and editorial 
art submitted in the competition of the 
Art Directors Club of New England. 


October |, 1955 


Altman Brothers Carrying Out 
Stepped-Up In-Stock Program 

CINCINNATI—A_ stepped-up in-stock 
program is paying “handsome divi 
dends” for Altman Brothers Shoe Man 
Heel 
Gripper shoes and British Trotters for 
According to Bob Altman, a 
official, the Fall-Winter cata 
twice a many 
New in 


pointed out, include dressie 


ufacturing Company, makers of 
women, 
company 
logue carries shoes as 
stock patterns, he 
tyle 


ever before. 

also 

more represet! t » of tne line 
Because of the 

achieved through this extended in 

policy, Mr. Altman said 


continue 


uccessful result 
stocl 
“we expect to 


an expansion program on 


stock shoes for the coming season.” 


Allen Edmonds Shoe Names 
Hopkins to Texas Territory 
Oliver Hopkins of 


Birmingham, Ala., has been apy 


MILWAUKEE 
ntec 
ales representative for lexas te! 


Allen 
Belgium, 


Edmond Oe 


Wis., that 


ritory by Corp 


ration, firm al! 


nounced. 


OLIVER HOPKINS 


Formerly a salesman and later south 
eastern sales manager for Wolverine 
Shoes, Mr. Hopkins brings to Allen 
Edmonds a record of 19 years’ experi 
ence in the shoe industry, together with 
a personal sales record of over a mil 
lion dollars worth of shoes in a single 
year. 

Mr. Hopkins will represent Allen Ed 
monds in Texas, Oklahoma, Arkansas 


and Louisiana. 


Beggs & Cobb Buys Mill 
For Expansion Purposes 
ME. 
firm of Winchester, 
Ame! 


Dover 


DovER - FOxcRorT, 
Cobb, Inc., leather 


Segg & 


Mass., has purchased a forme: 
Woolen Company mill at 
Foxcroft to be used for ex 


ican 
pansion. The 
new plant will be put into operation 
early next year, and will manufacture 
side leathers under the name of Maine 
Leathers, Inc. Eventually 100 
persons will be employed. 


about 
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BOYS' SHOES 


~~ ere 


oer ~ _ 


® Fast IN-STOCK service on sizes 
1-7, A, B, C, D & E widths 


© Genuine GOODYEAR WELT construc- 
tion— $5.95 to $7.95 retail 


© All shoes manufactured in our 
own modern plant 


WRITE FOR CATALOG 


The Wm. Brooks Shoe Co. 
NELSONVILLE, OHIO 


er! oF Orr me 


JOBS 


A TE OE EE OE Oe 


FOR OVER 40 YEARS 


Headquarters For 


CANCELLATION 
STORES 


All Price Ranges Quality Brands 
Lowest Prices Largest Stocks 


Our Store Planning Division Is ready 
to assist you in opening another store 


‘Fine by) re 
MOSINGER-COHN 


$t Lovis 3, Mo 





235 Washington 


~ ~se mer 


~se er 


od 








Classyfted sx» Want Ads 





SALESMEN WANTED SALESMEN WANTED 


SALESMEN WANTED 








SALESMEN WANTED 


ry ‘ . . ‘ ’ 
lo Sell complete line of Hand Sewn Foot- 


wear from Stock. The following territories 
are available: New England, Middle West 


and Southwest. 


ADDRESS BOX 342, CARE BOOT & SHOE RECORDER 
56th & Chestnut Streets, Philadelphia 39, Pa. 








SALESMEN WANTED 


Experienced Shoe Salesmen to carry a well established fac- 
tory line of popular priced infants’, children's and boys’ Stitch- 
downs and also cements. Wonderful opportunity for right 
man, several territories open. When answering give full 
details as to age, experience, lines now handling, type of 
trade and territories now covering. 


ADDRESS BOX 332, CARE BOOT & SHOE RECORDER 
56th & CHESTNUT STREETS, PHILADELPHIA 39, PA. 











Children's Shoes has several territories avail 
able. Volume Manufacturer with Large in 
Stock and Make-up Divisions. Sto n for 


write direct 


SALESMEN WANTED: Excellent opportunity with well 
known manufacturer's line of in-stock sports and low 
heels. Children’s and growing girls’ $4 & $5 retailers 
Territories open: So. Calif.; Va.-W. Va.; Kans.: 
Okla.-Ark.; Prefer men now travelling with non 
conflicting side line. Some established business in 
all territories. Write in full confidence 


Address Box 329, care BOOT & SHOE RECORDER 
56th & Chestnut Sts. Philadeiphia 39, Pa 


SALESMEN WANTED 


Leading Manufacturer of Popular Priced 


Interview at the Chicago Shoe Show, or 


PLEASANT VALLEY SHOE CO. 
Westminster, Md. 











NEW ENGLAND 
SALESMAN 


To represent an outstanding Manu- 
facturer of Nationally Advertised Rub 
ber Heels, Soles and Soling Materials 
We want a top-notch Salesman, 
familiar with the shoe industry, who 
is interested in a successful future 
All replies will be kept strictly con- 
fidential 


Address Box 336, care BOOT & SHOE RECORDER 
56th & Chestnut Sts., Philadelphia 30, Pa 








Salesmen Wanted 


Aggressive, experienced men are 
needed for an expanding sales 
organization. State qualifications 
in first letter; submit photo if 
available. Write completely in 
confidence. 


KICKERINOS SHOE COMPANY 


1308 West Fond du Lac Avenue 
Milwaukee 5, Wisconsin 











SALESMEN WANTED, full time, drawing 
account to experienced men with following 
Nationally advertised line of women’s and chil 
dren’s plastic overshoes. Write giving qualifica 
tions and territory you now cover. Address 
3319, care Boot & Shoe Recorder, 100 East 
42nd Street, New York, N. Y 


INE INFANTS’ AND CHILDREN’S pre 

welts and compo shoes, attractive line with 
stock department. Territory, Illinois, Indiana 
and Oklahoma. Address #247, care Boot & 
Shoe Recorder, 100 East 42nd Street, New York 
‘75 Bes Ue 


S4! ESMAN WANTED for Well Established 
” Wholesaler of Medium Price Work and Dress 
Shoes. Must have experience. State background 
lerritories: New Jersey, Pennsylvania, and also 
New York Metropolitan area Address Box 
234 eare of Boot and Shoe Recorder, 56th 
und Chestnut Streets, Philadelphia 39, Pa 








CLASSIFIED ADVERTISING RATES 


The rate for undisplayed classified advertising i i i ini 
g is 20 cents a word under any of our classified headings. Minimum amount 
— 18 = $3.60. When a box number is desired, addressed to any of our offices. 12 words must be added for this 
- charged at the word rate. lf advertiser's own name and address is used, count each word (street number is one word) 
word rate. Classified advertising is payable in advance. Send check or money order with your copy. No accounts are 


opened for classified advertising except for regular advertisers on contract. 


The rate for all displayed or boxed in classified advertisements is $14.00 an inch with a maximum of 4 words per inch. 


Notice: All Classified Advertisements for the October Ist Issue and Thereafter, Should be Addressed to Our Philadelphia Office— 


56th & Chestuat Streets, Philadelphia 39, Pa. 








Boot and Shoe Recorder 








SALESMEN WANTED 





*‘ALESMEN WANTED—New England Man 

ufacturer needs sideline men for light line 
of Women's, Growing Girls’ and Misses novelty 
Slippers, bailet casuals and sandals, retail $3.95 
to $5.95. Territories open: Western Pennsyl 
(exclusive of Pittsburgh Department 
Stores), North and South Carolina, Detroit, 
California. Nationally advertised, straight com 
mission basis, all items carried in-stock, no house 
accounts. Write advising age, experience and 
line now carried. Address #327, care Boot & 
Shoe Recorder, 100 East 42nd Street, New 
York 17, N 


SALESMEN 


We have a Mid-Western territory and 
a North-Western territory available 
We are looking for aggressive men to 
carry our nationally advertised qual- 
ity line of children’s shoes. 


vania 





If you are looking for a position with 
a future, where your ability to pro- 
duce will pay dividends, please write, 
telling us about yourself. Replies 
confidential. 


YANKEE SHOEMAKERS 


Division of Sam Smith Shoe Corporation 
Newmarket, New Hampshire 








SALESMAN 


For Mountain States 


We are interested in hearing from men 
who would like to handle our line 
in Idaho, Montana, Utah, Wyoming, 
Colorado and Nebraska, beginning 
with Spring season. Salesman may 
have another non-conflicing line. Direct 
inquiries to— 


HEYDAYS SHOES, INC. 


2032 Locust Street, St. Louis, Missouri 








SALESMEN WANTED 


For Outstanding Line of tn-Stock, High 
Styled Children's and Growing Girl's Shoes 
Territories open: New York State (exclusive 
of New York City), Philadelphia and Balfti- 
more, Ohio, lilinois and North and South 
Carolina. May be carried as sideline. All 
replies confidential 

Address Box 348, care BOOT & SHOE RECORDER 
Chestnut and S6th Streets, Philadelphia 39, Pa 











PPORTUNITY JUVENILE LINE for right 
with our line In-Stock J 

of Old Pal and Lucky Star 

Texas, Oklahoma, Ker 

Mississipy Must live is 


following non-competitive 


salesman Juvenile 
Shoes 
in the 
tucky, J am: id 
territory nave 


under name 


ine not bj ectionable and, in fact, desirable 
Write giving all details in first letter to: FIVI 
STAR FOOTWEAR CO IN¢ 43-01 22nd 
Street, Long Island City, N. Y 


LD, ESTABLISHED SHOE FABRIC 
CERN requires 
territory. Contact Be 
Shoe Recorder, 56th and 


lelphia 39, Pa 


ACTIVE territoric yen for 
men in the states of ILLINOT 
IKLAHOMA 


t mer 


presentatior iw St 
ite ' 

z care of Boo 
{ ‘ 


hestnut Stree 


ingnress e » . 
S, NEBRASKA 
ARKANSAS Established ne 
pl 


bo work and d 


ind expense basi 


ho 
inteed salar liber 
State experience and trade 


Jung Shwe Mfg. Compa Sheboywar 
ga 


Mmissior 


October |, 1955 





SIDE LINE SALESMAN WTD. 


HELP WANTED 





MANUFACTURER f 


desires side 


l EADING women’s 
~ and children’s plastic overshoes 

trade 
qualifications and 
Boot 
New 


ine salesmen to cover shoe Excellent 
Write, giving 
territory now covered. Address 32318, care 
& Shoe Recorder, 100 East 42nd Street, 


York 17, N 


commissions 


Bows, HOT 

commission Address 
Recorder, 100 East 
N. Y 


RNAMENTS, Shoe small tray 
numbers Highest 
#310, care Boot & Shoe 


42nd Street, New York 17, 





LINE WANTED 





yo! UME SALESMAN interested in making 
connection with Women's shoe or Moccasin 
Manufacturers to sell jobbers and chains, Have 
the connections all sections of the country to 
produce. Will consider as side line. Address 
#324, care Boot & Shoe Recorder, 100 East 
42nd Street, New York 17, N. Y 


SALESMAN, well experi 
comfort and orthopedic field, 
start own retail store, 


SHOE RETAII 
enced in the 
looking for opportunity to 


~ 


concern to 
get lines on consignment or similar basis. First 
lass references Address: Box 3344, care af 
Boot and Shoe Recorder, Chestnut and 56th 
Streets, Philadelphia 39, Pa 


would connect with first rated shoe 


ONLY 
following will 
on incentive basis, Address 
Boot & Shoe Recorder 
Philadelphia 39, Pa 


MANUFACTURERS 
with A-l foreign 


EPU TABLE 
Executive 
push branded lines, 
Box #347, care of 
Chestnut and 56th Streets, 


LINE WANTED 


Are you in need of a high grade 
representative? One who has 
had more than twenty years ex- 
perience in selling quality Lines 
of Men’s, Women’s and Chil- 
dren's shoes? Available. Will 
accept Line with merit. Travel 
New York State or Pennsy]|- 
vania. 


Address Box 140, care BOOT & SHOE RECORDER 
56th & Chestnut Sts.. Philadeiphia 30, Pa 

















POSITIONS WANTED 





RETAIL SALESMAN 
phases of shoe busine 
Orthopedic Line 


CS SHOT 


Kperienced in all 
Better Grade Comfort and 
ooking tor Alesman po 
Able to promote ales, 
Well tr | 
through aid of medical prote t Arcl 
Line Married Middle aye« Addre 
#343, care of Boot and Shwe rd 


Chestnut Philadel phiz 


Cv! rere 


ried " cars 


ition, or to manage store 
introducing new 


ained Can build up rofitable 


Streets 


GRADUATI 

elling experier 
Shoe and ome ear Management 
profitable line Will travel. Write 
care of Boot and She 





FOR RENT 





SPACK FOR 


S Hor FACTORY 


ka 


os 


a. Excellent 


Write full 





RUBBER FOOTWEAR 
PATTERN MAKER 


MAN EXPERIENCED IN MAKING 
AND FITTING PATTERNS 
FOR WATERPROOF FOOTWEAR. 


Address Box 334, care BOOT & SHOE RECORDER 
56th & Chestout Sts. Philadelphia 39. Pa 








i SHOE STORE 


MANAGERS 


Progressive national shoe chain has open 
ing for experienced shoe store managers 
Excellent earnings and Company benefits 
Write in confidence 


Address Gox 355, care BOOT & SHOE RECORDER 
56th and Chestnut Sts, Philadeiphia 39, Pa 











SALES MANAGER 


With flair for styling wanted 
by Sport Shoe manufacturer. 
Prefer man with contacts. 
Write full details of experi- 
ence for interview. 


Northeast Shoe Company 


PITTSFIELD, MAINE 








FOR SALE 





SHol FACTORY FOR 
and ting fact 


ble « 
spa 











FOR SALE 





[ly PARTMI I 


POR 
rt) ‘ 


WITH SODA 
iH 
Ml 
j 
' 1 j Ro 
WOOD, DELANO, CALIVOR 





FOR SALE 


SHOE DEPARTMENT te 


Kj 


Address Box 341, care BOOT & BHOE RECORDER 
oth & Chestnut Sts., Philadelphia 39, ra 














FINDINGS FOR SALE 








OCTOBER SPECIAL OFFER 


laces. All colors, 24" and 
72 pair to gross @ $1.50 

Banded pairs—Boxed. 

BERKO SALES COMPANY 


27.22 30th Avenue Leng Island City, W. Y 


Mercerized 
27" lengths 
per gross 














WANTED TO PURCHASE 
WANTED my BUY FAMILY 


PORK in Midwest. Give full 
t sft FRED R 
port, India 





SHO} 


information 


MOOR! 111 Fourth 


treet, Logat 


International Shoe Branches 
Hold Spring Sales Meetings 


The three general 
of International Shoe Com 
pany, Roberts, Johnson & Rand, Peters 
and Friedman-Shelby, will open their 
Spring sales meetings the week of Oc 
tober 3 at the Kingsway Hotel, accord 
ing to Edgar E. Rand, president. In- 
ternational’s specialty branches also 
will hold sales meetings during 
October 


ST. Louis line 


branches 


here 
Following the opening session at 
which Harold F. Oyaas, general man 
ager of Friedman-Shelby will preside, 
the three general line branches will 
hold individual sales conventions at va 
rious city hotels. Appearing as princi 
ple speakers on the opening joint ses 
sion will be Byron A. Gray, chairman 
of the board; Edgar Rand, president; 
and Henry H. Rand, vice-president in 
charge of merchandising. 

On the evening of October 3, Roberts, 
Johnson & Rand sales 
will meet with office personnel 
number of retail merchants at the De 
Soto Hotel. The meeting will be ad 
dressed by Si Bland, divisional man- 
ager, and division department heads. 
On October 4, Percy Wendt and Oak- 
land Tallman, sales managers for 
men’s and and Herman 


representatives 
and a 


boys’ lines, 


108 


Metzger, merchandise manager, will in- 
troduce the 1956 Spring lines of Rand 
and Randcraft shoes for men. Francis 
McDonough, advertising manager for 
men’s lines will outline the national ad 
vertising program. 
manager for 
children’ and Ol 
merchandise manager, 
Poll Parrot and 
Footwear while 


Howard Donahie, sales 


, 
and ines, 


Neudeck, 


present 


women’s 
iver 
will new 
Scamperoo Juvenile 
the 
Merwyn Cable, will introduce the na 


Poll 


division’s advertising manager, 


tion-wide television program on 


Parrot for Spring. 

1,the Trim 
red Spring line will be presented by 
Hall, 
chandise manager, Hap Thoelke. 
Vason, 


nator, 


Tuesday evening, October 


met 
setty 


coordi 


ales manager, Harry and 


International’s fashion 
will howing of 


The Rob 


meeting will 


conduct a sty le 


selected patterns on model 
Johnson & 
October 5 


viewing department 


erts, tand 


close with salesmen inte} 


heads and execu 
headquarters. 


hold 


Chase, 


tives at 

Peters Division will 
October 3-5 at Hotel 
to Fred J. Vogt, 
Theme of the 
“Portraits of 
will point out to the sales force by ac 
tual illustration what effect the shift in 
population and the impact of shopping 


company 
its session 
according 
division sales man 
Peters 


Progress,” 


agel convention 


will be which 


centers have on distribution 
Peters’ 
children’s 


women’s, growing girls’ and 
lines will be presented on 
models October 3-4 on the Starlight 
Roof of Hotel Chase. Men’s and boys’ 
will be introduced on a 
with actual shoes to be displayed, ac 
cording to price ranges, in the Regency 
Room. Henri, Hurst and McDonald Ad 
vertising Agency will outline the divi 


lines screen, 


sion’s plans for national advertising. 
Friedman-Shelby meetings will be 
held from October 3-6 at Hotel Shera- 
ton when its sales representatives also 
will view the 1956 hear 
motional and advertising programs for 


lines and pro 
the coming season. 

International’s specialty branches 
will hold their meetings as follows: 
Queen Quality, the week of October 10 
at Hotel Jefferson. The presentation 
will include a style show, luncheon and 
detailed presentation on the 1956 
vertising and promotional program, ac 
cording to Robert A. Black, divisional 
general manager. 


ad- 


Winthrop Shoe Company representa- 
tives, headed by Jack Kenney, division 
sales manager, will meet October 1-5 at 
company headquarters to view the new 
line and advertising program. Hy-Test 
Safety Shoe Division, according to N. 
C. Whitsett, general manager, will meet 
October 12-13 at the Statler Hotel. 

Meeting at company headquarters the 
week of October 17 will be Conformal 
Shoe Company personnel, headed by L. 
H. Dennis, sales manager. Vitality 
Shoe Company meetings are set there 
too for October 3. Salesmen for Accent 





MERCHANTS’ NEEDS 





The Brannock Junior is especially de- 
signed and calibrated for the correct 
fitting of children's shoes. Size Range 
from Baby 0 to Misses size 5. 


ALL MODELS $15 


Available at special cooperative price if 
ordered through certain shoe manufac- 
turers. For this list and full details write to 


THE BRANNOCK DEVICE CO. 


Syracuse 3, New York 





tals AND Ylous 


OR VOU 


NEWSPAPER, ADVERTISING 


—if youadvertiseinnewspapers 
write today for free samples of 


1. Sterling Shoe Mat Service 


An outstanding service of 
carefully written copy, photo- 
graphs and beautiful art work 
for direct mail and news- 
paper advertising. 


Vincent Edwards Idea Clipping 
Service 


Actual newspaper tear sheets 
of ads of shoe stores; you se- 
lect the exact stores and 
cities you want to see or 
leave the selection to our ad- 
vertising staff. 


VINCENT EDWARDS & CO. 


World's largest advertising 
service organization 


342 Madison Ave. 
New York City 











Shoe Company also will meet at 1509 
Washington Avenue, October 3-6, ac- 
cording to E. T. Jones, general 


manager. 


Plant Damaged by Fire 


MONTREAL, QUE. A two-hour fire 
caused considerable damage to the in- 
terior and roof of the Laprairie Wooden 
Heel Mfg. Co. plant here. Five streams 
were used to extinguish the blaze. 
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WANTED TO PURCHASE _ WANTED TO PURCHASE 





WANTED TO PURCHASE 








YOU DEAL WITH CONFIDENCE WHEN YOU DEAL WITH THE ORIGINAL 


, , 0 1C eade St., New York 13, N. Y. 
SAM CAMITTA & SONS [iigiaepehetnanadiaiens 


Foremost Cash Buyers of Fine Shoe Jobs Since 1906 
Surplus Stocks © Cleseouts © Complete Stocks * Your Name and Brand Protected 











WE BUY CLOSE OUTS, SHOE STORES 
LEASES ASSUMED 
YOUR NAME PROTECTED 


B. & R. SHOE CORP. 
74 READE ST.. NEW YORK 7, N. Y. 


RALPH VOGEL 


TOP DOLLAR! 


FOR YOUR ODDS AND ENDS, CLOSEOUTS 
OR COMPLETE STOCKS 


EDDY SHOE COMPANY 
ALWAYS RELIABLE 
132 Ne. 4th St Phila. 6, Po. 

















CASH 
10F PRICES 


SURPLUS SHOES 
CANCELLATIONS 
COMPLETE STORES 


Write er wire for fast ac 


then . . . quality men’s, 
women's and children’s shoes. 


MOSINGER-COHN 


1235 Washington St Lovis 3, Me 


gum CASH FOR 
GM CLOSEOUTS 


GME SURPLUS 
GHEE DISCONTINUED LINES 
GE COMPLETE STORES 


BROITMAN - GAFFIN 


SHOES, INC. 


146 DUAME ST, NY.C. 88 3-7290 


V Quality Shoes \V Complete Stores 
J CLOSEOUTS OR SURPLUS 


from Mfgr. or Retailer 
Any Quantity ... Any Timel 


1 0@0B S866 bese Sers 6 Biwe 


For Quick Action, 
rite, Wire or Phone 


H 
Rodd 
ia 
J& 
3 
. 
| 
: 


= 
= 


CE 1-4898 CE 1-3762 


QUALITY SHOES SINCE 32 
“WHILE IN TOWN SEE WEIL" 














RRA AA NH ARE RAn IRANIAN ANNAN ANI ANNMAMMMMM:, 


BARIS BUYS for CASH 


Quick decision on your offers of discontinued and 
surplus men's, women's and children's shoes. 
Also complete stores considered 
Jobs In Fine Shoes From Fine Sources Since 1931 


79-81 Reade St. New York 7, W. Y. Tel: WOrth 2- 5180 a 








WE BUY 


Your BRANDED 
and DISCONTINUED 


SURPLUS STOCKS 


Write or Phone 
LOmbard 3-2062 


CAMITTA SHOE CO. 
120 No. 4th St. —— Phila. 6, Pa. 


ARRONSON 
PAYS MORE 


FOR YOUR JOB LOTS & CLOSEOUTS 
YOUR NAME & BRANDS PROTECTED. 
LEASES ASSUMED FOR OPERATION 


NOTHING TOO LARGE OR TOO SMALL 


George J. Arronson Associates 


157 DUANE ST., NEW YORK, N. Y. 
RECTOR 2-4170-4171 

















WE PAY MORE because WE ARE RETAILERS 


WE BUY MEN'S, WOMEN'S AND CHILDREN'S BRANDED SHOES. 
FOR QUICK ACTION WRITE, PHONE OR WIRE COLLECT 


HEMPSTEAD Snes CO., INC., 269 FULTON AVE., HEMPSTEAD, L. I., N. 
Mex L. Meltzer, Pres twenheo 1 








Y. 
-9830 





No More Worries 
No More Cares 
No More Gray 


LOUIS CAMITTA & SON 
#1 READE OT., NEW YORK, &. Y. 











CASH PAID FOR 
SHOE STORES 


CLOSE OUTS JOB. LOTS 
SHORT LEASES ASSUMED 


101 DUANE ST. 
Telephone wom 2-2615 








MORRIS BAYROFF 
formerly with M & R Skee Co. 
1S NOW LOCATED AT 
157 DUANE ST., N.Y.C. 
Telephone REctor 32-4249 
Highest Prices Paid for 
Complete Stores & Closeouts 
Leases Assumed 








MY HOBBY 
Buying, Selling Shoes for 36 years 
CASH TOP PRICES 


Discontinued stocks 
HARRY HESS 


76 Reade Street New York 7, N.Y. 
Telephone: WOrth 2-896! Beekman 3-767! 








Buy Savings Bonds 
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Manufacturing and Markets 


| CONTINUED FROM PAGE 84| 


stimulus. Production is also underway on 


Winter 


some advance resort and Summer types, also for delivery 


sales 
before December 1. These orders are going in volume to 
shoe stores and departments in the far south, but substan- 
tial orders have also been placed by retailers in the north 
Advance predictions indicate that this Spring will see 
more lighter and more open styles than ever. Some leaders 
expect if to be even more colorful than the last one was, 
if that is possible. Many feel that the acceptance for color 
hasn't yet begun to run its course, and that the swing to 
lighter and unusual colors will continue. Various shades 
of yellow, possibly very light green, and perhaps some new 
blues are expected to replace the record demand for pink. 
The popularity of colors, however, poses some serious prob 
Jems that can't be overlooked. During this past season, 
there were a number of instances where tanneries had so 
many colors to run that deliveries on staple leathers were 
delayed. This held up normal production runs at factories 
and naturally resulted in late deliveries for the retailer. 
There is good reason to believe that this will be an espe 
cially good spectator year. Some leaders believe that spec- 
tators dropped out of favor only because of lack of good 
style changes. The few spectators in some lines did well 
all through the Spring and Summer, and Fall versions have 
shown considerable activity. Those for Spring will go along 
with the slim and tapered trend and will appear in unusual 
color combinations. New heel designs, treatments, decora 
tions and materials will probably be one of the highlights 
of the Shoe Fair. 
terials as well as colors, Patent is slated for another good 


There will also be a wide choice of ma 


Spring, it is believed, and will show up in new colors and 
combinations, Other special materials include nylon and 
rayon combinations, meshes with decorative treatment, and 


a wide range of elasticized treatments. 


Milwaukee 


Wirn only a few exceptions, manufacturers in the Mil 
waukee area are contemplating price increases effective 
with the new Spring lines. How much, two, four or five 
per cent, was not known but all agreed that they will 
follow the trends and practices elsewhere. Two company 
executives said they did not expect to make any 
changes, while stil! others said, “We're going to wait and 
see. Something may be done in October or November.” 

All shoe factories in the area were humming with activ 
ity; many said mail orders had reached a “fantastic” high; 
several factories were working 50 hours a week to keep up 
production, and in all plants stylists and cutting rooms 
were feverishly getting Spring lines together for the Na- 


price 


tional Shoe Fair in October. Two large men’s shoe compa- 
nies held sales conferences in mid-September to review 
tentative Spring lines and gain salesmen’s opinions as to 
new stylings, colors, etc. 

More use of the Italian influence and more widespread 
low cuts were seen in the Spring picture by men’s shoe 
manufacturers, As one sales manager opined, “It's not the 
staples that are selling well today or will sell for next 
Spring; it’s high-styling. Our ‘bread and butter’ shoes are 
not moving the way they should, but we can’t fill orders 
fact 
numbers to our 


fast enough for the so-called Italian numbers; in 


we're going to add several new Italian 
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Spring line. Gaining impetus is this trend to lighter de- 
tailing, greater flexibility and softness, low silhouettes and 
what we call the warmer tones for men.” Another pointed 
out that emphasis in the Spring line will be placed on im- 
proved lasts with better fit at heel and toe and on shrunken 
soft leathers. 

Blacks are selling this Fall over a year ago and last 
Spring and a steady stream of re-orders are for blacks, 
charcoals and darker browns in men’s shoes. Mid-lowtops 
are in demand and there is a trend in the metropolitan 
centers for narrow toes and modified styling. Teak is re 
ported being ordered in volume by one men’s dress shoe 
firm where soft grains are selling well. Work shoes have 
again hit a high sales peak with emphasis on medium 
weights, softer leathers and crepe-type soles. A men’s shoe 
manufacturer said that a casual work shoe, a three-eyelet 
hlucher type, has been selling well in soft maple leather 
with a bellows tongue and crepe-type sole. 

A manufacturer of women’s and misses’ 
over-the-stocking boots said that the sales volume of the 
hoot line is up 30 per cent over that of a year ago. Best 
this Fall in casuals for misses and younger women have 


casuals and 


been brown and gray glove leathers with inside wedge 
heels (6/8's) in either heavy weight or light weight crepe, 
the lightweight outselling the former. 

Loafers for young girls are still important and despite 
the dislike of many manufacturers and retailers for them 
for small, growing feet, they are, increasing in demand, 
several children’s shoe manufacturers said. One children’s 
shoe executive said that his firm’s mail order business had 
been the greatest in history. He cited as the reason: 
Merchants faced with so many more style and color num- 
bers than in previous years had not purchased enough and 
found sudden shortages in their own stocks. Best-sellers 
in his firm have been zipper oxfords in grain and suede 
leathers and alligator oxfords for children’s school wear 
and straps with cement lasts in patents and blues with 
trim in dressy styles. Growing girls are buying saddle ox- 
fords, with a surprising number seeking black and whites 
Gore tassel oxfords and loafer 
very 


and all-over white bucks. 
types in gray and 


strong. Wing tips and grains are selling best for growing 


also brown softie leathers are 


boys. 

“We're basing our Spring line on the fact that more 
and more youngsters want shoes like Mother and Dad 
lighter trim and high 
styling,” another children’s shoe manufacturer said. 


colors, softer leathers, straps, 


Edison Units Now Total 265 
Edison Brothers Stores, Inc., added two more 
total 


Sr. Louts 
units to its organization recently, increasing the 
number of stores in operation to 265. One is a Baker’s in 
the Sugar House Shopping Center of Salt Lake City, the 
Madison, Wisconsin, the com- 
pany’s first outlet in that city. 

The new Madison Chandler's, located at 10 West Mifflin 
Street, has a 24 foot facade and is 88 feet wide. Regional 
manager is Dave M. Glaser while resident manager is Gene 
EK. Gray 

The opening of Baker's in Salt Lake City gives the 
company four that Howard W. Brown, 


will have the field supervision of the store while Charles B. 


other is a Chandler's in 


stores in locale. 


Silcox, has been named store manager. 
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CROMPTON 
RICHMOND 
COMPANY 


INCORPORATED 


FACTORS 


If different conditions are forcing you to seek business 


in different fields, whose ways are strange to you... 


It is safer and more economical to be Factored by 
Crompton. Your uncertainty about credit in a strange 
field may force you to reject business which we would 
otherwise check. 

We turn your receivables into cash, without recourse. 
That’s safer — isn’t it? And by relieving you of all 
credit chores — and the manpower involved — it is 


more economical to be Factored by Crompton. 


The Human Faclor 
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Acme Boot Co 
Allen-Edmonds Shoe Co 
Amalgamated Leather Cos 
American Biitrite Rubber Co 
Armour Leather Co 
Arronson, Geo. J., Associates 
Avon Sole Company 


B. & R. Shoe Corp 

Baris Shoe (Co 

Berko Sales Co 

Berned Shoe Co 

Brand Names Foundation 
Brannock-Device Company 
Broitman-Gaffin Shoe Co 
Brooks, Wm., Shoe Co 
Brown Shoe Co 


‘amitta, Louis, & Son 
‘amitta, Sam, & Sons 
‘amitta Shoe Co 

‘arry Pack Co., Ltd 
‘obbilers, In« 

‘olonial Tanning Co 
‘rompton-Richmond Co 
‘ulver Mfg. Co 
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Deb Shoe Company 
Dow Corning Corp 
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rddy Shoe C« 

Ldwards, Vincent 
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endicott-Johnson Corp 
iphrata Shoe Co 


Freeman Shoe Corp 
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Hannahson s Shoes Popular Price Shoe Show 
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Hess, Harry 
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40 Lo Marx Rubber Co 
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Johansen Bros. Shoe Co 


Kreider's Sons, W. L. Mfg Trimfoot Company 


AaCross Rubber Mill 
mawrence, A. ¢ Leather Co 
everenz Shoe Ce 

ockwedge Shoe Corp 

cong Arn 

sucky Sate (Co 

wicky Stride Shoe 
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Miller, ©. A., 2 Weyenberg 
Miller Shoe ¢ 97 Winthrop he 
I’) W. Minor and Son, Ine 29 Wolverine Bho« 
Mishawaka Rubber and Woolen Woman Day 
Co $ Worcester Shoe 
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Use the Whole Man, 


Advises Shoe Exee 


LEXINGTON, Ky A 
the 


sincere desire on 
the 
his body—i 
management 


part of business to use whole 


man-—his mind as Weill as 


the best work motivator 


can u in j human employee rela 


to William M. Blackie, 


vice-president of General 


tions, according 
executive 
shoe Corporation and also president of 
General Retail Corporation 
Making the principal address at the 
annual Kentucky - Tennessee 
Valley 
ference here September 9, Mr 
that 
the underlying 
for 
the 
explained, 


eighth 
Relations Co 
Blackie 


Ohio Personne! 


pointed out fear and force have 


been factor in man’ 


korce went 
the Machine 


but fear still 


motivation centurie 
out with 


Ave he 


coming of 


remain 
“In 


a poor 


“fear i 
There is 


added, 


motivator. 


my opinion,” he 
mental 
something about fear or apprehension 
that paralyzes the ability to think cre 


Today it is necessary that the 


” 


atively 
“whole man,” contributing his skill and 
mental ingenuity as well as his muscle 
power, must be on the job if industry 
and society are to progress 

While the management of human re 
sources has been recognized in the last 
generation, many facets of this field 
uch as personnel departments, highe: 
wages, fringe benefits, job security and 
the aimed 
simply at 


shorter work week “are 
trying to keep the employee 
on the Mr. Blackie explained. 
“While these things are desirable ethi 
cally and economically, they do not as 


on the job 


sure that the whole man i 
“I believe work is essential not just 
to man’s economic existence and to his 
physical well-being, but to his spiritual 
being as well, then the question of mo 
creating con 
enhance 
the 
eral Shoe executive emphasized. 
Mr. Blackie concluded that 
business 


“ 


becomes one of 
that will 
basic desire to work,” 


tivation 
ditions increase or 
man’s Gen 
what in- 


dustry and needs is “more 
men with vision and with a conception 
of the end result. I believe participation 
may be the key to a more active interest 
and consequently better performance. I 
believe man wants more than anything 
what is going on 


to become a part of 


around him—to have a feeling of be 


well as do, to have 
instead of al 


longing, to think a 
someone ask his opinion 
ways telling him. 

“Man the un 
known, I workers high 
standards of performance through lack 
of knowledge as to the philosophy and 
objectives of business. They are appre 
hensive because they do not know just 
where they fit into the picture. They 
have been told what to do but not why 
and they have not been asked how. 


subconsciously fears 


believe resist 
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used 
provide employees with 
through their 


private 


“The 


sincerely, can 


participation principle, 
opportunities to discover 
own experiences just what our 
economy is and how it operates. “It can 
the 
satis- 


to bring into 
of job 


recognition to people 


provide opportunitie 


work situation a variety 


factions. It gives 


as human beings, both individually and 
ean bring 
jobs. It 


apprenension b 


in their group relations. It 


dignity and meaning to thei 


can banish fear and 


giving the members of an organization 


to exert some control over their own 
destinie 

Mr. Blackie’s 
sonnel Relations Conference wa 
sinkley. Mr. Binkley, 


personnel for 


appearance at the Pe. 

due to 
Lee who is supe 
Shoe 


ident 


Was in 


visor of General 


Corporation’s plants, is vice 
of the 


charge of its 


pre 


organization and also 


conference program. 


Highee Company Shoe Buyer 
Joins Weber Company Staff 


Sr. Louts—George Cejka, buyer of 


children’s and boys shoes for The Hig- 
bee Company in Cleveland, will join 
Weber Shoe Company’s staff 


October 8, according to Alex W. Smith, 


sales 


executive vice-president. 


GEORGE CEJKA 


Mr. Cejka succeeds Gene Thuli as 
West Coast representative for the chil- 
dren’s manufacturing firm. He 
will cover California, Washington, Ore 
gon, Montana, Utah, Idaho, Arizona 
and Nevada, making his residence at 
Los Angeles. 

Mr. Cejka, who has been serving as 
chairman of the steering committee on 
the American Mer 
been as 
for 


shoe 


children’s shoes for 
chandising 
sociated with the Higbee Company 
four years. Prior to that, he was buyer 
of children’s shoes for 11 years at the 
Boston Store in Milwaukee. 


Corporation, has 


Betsy Yeomans Resigns 

NASHVILLE, TENN.—The 
of Mrs. Betsy Yeomans as 
ordinator of General Shoe Corporation 
has been revealed. 


resignation 


fashion co- 


Trimfit Salesmen Practice 
Exact Thing They Preach 


Trimfit Hosiery salesmen practice what 
they sell. Sporting knee-hi socks are 
Martin Kramer, Mid-West Sales Manager, 
and Robert Hanson, District Salesman, 
as they visit a Rockford, Ill. customer. 
Knee-hi socks for children and teenagers 
through college crowd, are being fea- 
tured in Trimfit's national advertising 
and sales promotion campaign. This 
photo originally appeared in the Rock- 
ford Register-Republican. 





Roy A. Sundling to Travel 
For Brauer Brothers Shoe 


St. Louts—Roy A. Sundling, assis- 
tant in the sales department of Brauer 
the 


has been assigned the south- 


srothers Shoe Company for past 
six years, 
ern sales territory vacated by Hubert 
Johnson who returns to the retail shoe 
field at Brittain’s in Raleigh, N. C. 
According to Roy Sundling, sales man 
Brothers, his son will 


Alabama, Florida 


ager of Brauer 
travel Mississippi, 
and Arkansas. 

The younger Mr. Sundling has an ex- 
tensive background in the shoe trade, 
both in retailing and wholesaling. While 
serving as father’s the 
past six years, he was in charge of the 


his assistant 
stock department and inside sales work 
He began his carrer with a year at 
Minor’s in Dayton, O., and had another 
year of experience in Famous 
Barr Company’s Sorority House de 
partment before joining Brauer Broth 


retail 


ers. 


Men’s Shoe Stylist Visiting 


European Shoe Factories 


Hupson, Mass.—-David Stein, men’ 
shoe stylist for Hill Brothers Company, 
here, left on September 16 for a six 
week tour of shoe and last factories in 
Switzerland and Italy. 

Mr. Stein said before leaving that re 
cent developments in the styling of 
men’s shoes in Italy have made the trip 
necessary for him at this time, since he 
is particularly interested in seeing the 
new lasts and patterns being developed 


in that country 
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entitle 


NO. 401 AVOCADO 


COLONIAL TANNING co., - BOSTON 11, MASSACHU SE 





I’m looking for 


a brand of shoes 


that Jimmy can 


He'll wear 











from Kindergarten 


Straight thru High School 


YOUTHS 12%-3 ¢ BOYS 1-6 ¢ BIG BOYS 6%-11 


They’re 


IN-STOCK 
for GERBERICH DEALERS 


MOUNT JOY, PENNSYLVANIA 


\ 





